
S/]-
TE 

TAI/~s -

TRAINING & TECHNICAL ASSISTANCE:
 
AGTA CONGRESS & SITE VISITS
 

APRIL 20 - 23, 1994
 

GUATEMALA
 

S haring 
U nited 
S tates 
T echnology to 
A id in the 
I mprovement of 
N utrition 

A U.S. Private Food Industry initiative 
in collaboration with the U.S. Agency for International Development 
through a Cooperative Agreement with the National Cooperative Business Association 

Upgrading the Food Processing Industries in Developing Countries. 



Why SUSTAIN? 

SUSTAIN represent- a successful collaborative effort between the U.S. food industry and the Agency for 
International Development (A.I.D.) to upgrade food processing in developing countries. It provides an ex
cellent model for similar private-public sector joint ventures in health, agriculture and other areas of concern 
to developing countries. 

Food processing is a major contributor to development. It serves multiple roles. Food processing can in
crease the available food supply by extending the life of perishable food products. It can improve the nutri
tional quality of the diet by making nutritious foods available the year round. It can lead to the growth of 
related enterprises in transportation, storage, distribution and marketing. And, itcan produce much needed 
foreign exchange by creating value added products both fcr export and for internal substitution of imported 
processed foods. 

The U.S. food industry has embraced the concept that freely sharing its expertise and knowledge is of mu
tual benefit to recipient and donor- to the recipient by improving current operations - to the donor by con
tributing to a healthier global future. 

How SUSTAIN Works 

A.I.D. missions and trade associations in developing countries publicize SUSTAIN's goals and activities. 
Executives of U.S. food companies with technical expertise and overall knowledge of the food industry 
serve as the SUSTAIN Steering Committee, providing guidance and overseeing activities. 

Food related companies in developing countries submit their requests to SUSTAIN through the A.I.D. mis
sion or a designated orgaiization in their country. SUSTAIN screens all incoming requests and if necessary
asks for additional information. Appropriate U.S. companies are then invited to respond. 

Some problems can be readily resolved by providing information. Others require that consultants be sent. 
When a consultant is sent, the usual assignment is for one to three weeks. Upon completion of the assign
ment, the consultant prepare, a report describing findings and making recommendations. Depending on 
need, some consultants may return for follow-up visits to ensure that recommendations have been appro
priately implemented. 

SUSTAIN Helps 

Requests are diverse. Help may be needed to solve processing problems, to identify equipment needs and 
sources of new and used equipment, to train personnel in the use of new equipment and new technologies, 
to find new uses for indigenous commodities, to establish or improve quality assurance procedures, to con
trol insects and rodcnts in food processing plants and to improve plant layouts and materials handling. 

In the ptst, U.S. food companies, large and small, h?,-e provided technical assistance in the form of infor
mation, consultants and training to food processors in Africa, Asia, Latin American and the Caribbean. 
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I. INTRODUCTION
 

A. SUSTAIN 

Sharing U.S. Technology to Aid in the Improvement of Nutrition (SUSTAIN) provides 
access to U.S. expertise in food processing to help improve nutrition in the developing world. 
Technical assistance is provided by volunteer professionals from U.S. food companies, 
universities, and other organizations who donate their time and expertise. In 1991, the Office 
of Nutrition of U.S. Agency for International Development awarded the National Cooperative 
Business Association a $2 million, five-year cooperative agreement to work with SUSTAIN's 
volunteer leadership to improve, expand, and manage the program. 

The assistance SUSTAIN volunteers provide contributes to improved health and nutrition 
through improved food quality, safety, and availability. In many countries, sufficient food is 
produced but populations are underserved because much of it goes to waste due to inefficient 
processing and storage. Improper food handling presents a hazard to human health, and improper 
waste disposal can contribute to environmental degradation. Strengthening manufacturing 
practices not only captures scarce resources, but also improves food safety and elevates 
nutritional status. 

B. Objectives of SUSTAIN Mission 

SUSTAIN volunteers Dr. Damien Gabis (Chief Executive Officer, Silliker Laboratories 
Group, Inc.), Dr. Mary Wagner (Director, R&D/ Quality and Regulatory Operations, General 
Mills Inc., Gorton's Group), Mr. Anthony Adams (Director, Global Marketing Information. The 
Coca Cola Co.) and Dr. Christine Chaisson (Principal, Technical Assessment Systems, Inc.) 
traveled to Guatemala on April 20 - 23 to participate in the Guatemalan Association of Food 
Technologists (AGTA) Second National Congress of the Food Industry and Industrial Exposition 
and to provide on-site technical assistance and training to local food processors. At the AGTA 
Congress, they delivered presentations entitled "HACCP in the Food Industry". "How to 
Implement a Total Quality Management Program in the Food Industry", "The Global Consumer: 
Today and Tomorrow", and "Pesticide Residues: A Barrier to Processed Food Products exported 
to the United States". 

SUSTAIN's participation in the AGTA Congress and organization of the site visits to 
local food processing plants were a collaborative effort between SUSTAIN, Chemnonics and its 
PROEXAG Hproject in Central America, and AGTA. Funding for international travel and local 
hotel and meal costs was cost-,hared by these three organizations. 



H. REPORT 

SILLIKER LABORATORIES
 
GROUR INC.
 
900 Maple Road
 

Homewood, IL 0 60430
 
(708) 957-7678 e FAX (7068 957-8449 

FOlD SAFETY - QUALITY - NUTRITION 

June 3, 1994 

Ms. Elizabeth Turner, Director 
Sustain Program 
National Cooperative Business Association 
1401 New York Avenue, N.W. Suite 1100 
Washington, D.C. 20005-2160 

Dear Liz: 

Here is the mission report from my visit to the AGTA Congress at El Dorado 
Hotel in Guatemala City from April 19-23, 1994. 

e 	 ITINERARY OF SUSTAIN MISSION 

See attached Exhibits A and B. 

* 	 BRIEF SUMMARY OF PURPOSE OF MISSION 

The purposes of the trip to Guatemala City were to deliver a presentation entitled 
"HACCP: How to implement it in the food industry" at the Second National 
Congress of the Food Industry and Expo-AGTA "94 and to offer consultations on 
issues of microbiological safety and quality to personnel associated with local food 
companies. 

e 	 RECOMMENDATIONS FOR FOLLOW UP 

1. Maintain/increase the level of professional contact with the food industry in 
Guatemala. 

2. 	 Share our technical and marketing information with Guatemalan food industry 
personnel. 

3. 	Invite Guatemalan food industry personnel to visit U.S. volunteer food 
companies and food industry service companies. 

4. 	 Continue to develop technical training courses for trainers in Guatemala. 
5. 	Sustain to provide volunteer consulting services on food safety and quality 

issues to qualified local companies. 
6. 	 Longer and subject-focused visits are needed in order for the SUSTAIN 

volunteer's work to be practically useful. 

ILLINOIS o CALIFORNIA e NEW JERSEY e ONTARIO * PENNSYLVANIA 

OHIO o GEORGIA o TEXAS o WISCONSIN 
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* 	 SITE VISITS (Food Processing Plants and INCAP) 

1. 	ALIMENTOS KERN DE GUATEMALA
 
Wednesday April 20, 1994, 8:00 a.m.- Noon
 

Brief Summary of Visit: Kern's processes (cans) fruits and vegetables. The 
primary products are black beans, ketchup, and juices. My visit was hosted by 
Luis Alfredo Garcia, Manager of Quality Control. Also present were personnel 
from the Quality Control department and the laboratory workers. A plant tour was 
conducted to inspect the facilities. I presented the HACCP seminar to the QC and 
lab workers. 

Assessment of Problems and/or Needs for Assistance: The primary food safety 
control points for the Kern's products are thermal processing. Cursory 
examination of the thermal processing programs indicated that the processes are 
effective and under control. A significant portion of the fruit and vegetable juices 
are thennally processed and then aseptically packaged with Tetra-Pak equipment 
for ambient shelf stability. They do not have a sophisticated understanding of the 
nature of spoilage of high acid juices. Kern's either lacks or did not share their 
information with me about actual product spoilage rates in the field. There seems 
to be lacking an understanding of the nature of microbial growth and detection in 
their high acid products. 

There is much opportunity for more beneficial work at Kern's. At least on the 
basis of this first whirlwind visit, there is a need to further develop the staffs 
technical problem solving skills and basic knowledge of food microbiology. 

Tachnhi-al Assistance or Recommendations Delivered: We discussed sampling 
plans and more timely product quarantine release systems for the aseptically 
packaged juices. We discussed the possible sources of microbial post heat 
processing contamination and some of the means to prevent it. I made suggestions 
for protocols for experiments to accurately measure spoilage rates and to gain 
more understanding of factors controlling shelf life/spoilage of the aseptically 
packaged juice products. I also offered some information on laboratory methods 
for rapid detection and identification of yeasts' growth in juices. There is not a 
direct food safety problem with the juices because the pH's arc less than 4.5. I 
sent them a list of the important food microbiology reference books that they 
should obtain. 

List of People I Met With: See Exhibit C 
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2. OSMOSIS 
Wednesday April 20, 1994, 14:30-16:30 

Brief Summary of Visit: I visited with Carlos Rafael Anzueto, principal, of 
OSMOSIS. This is a relatively new R&D, processing, and marketing and sales 
consulting company for the Guatemalan food industry. They specialize in 
chemical engineering, industrial engineering and marketing and sales. Carlos 
Rafael appears to be a very energetic person with many contacts in the local food 
industry. He seems to have many active consulting projects. 

Assessment of Problems and/or Needs for Assistance: The primary subject of 
my visit was to discuss the potential for OSMOSIS to establish a food testing 
laboratory in Guatemala. He appears very enthusiastic about this possibility. 
After my discussion with Carlos Rafael I would say that his conservative economic 
approach to setting up a lab would reduce his risks and give it a fairly good chance 
of success. He seems to have the "customer service" approach to his business. 
Carlos Rafael appears to have many contacts in the food industry that will provide 
the starting business base for a new lab. Furthermore, the existing clients from his 
consulting business will also provide a customer base for a new lab. 

Carlos Rafael also has a business relationship with the American Soybean 
Association. 

Technical Assistance or Recommendations Delivered: I shared the Silliker 
experiences of starting new laboratories. I gave him encouragement that the risks 
to success may not be as great as they appear, in light of the fact that he said that 
he has already built a successful consulting business. I gave him some ideas on 
approaches for setting up a microbiology lab. We discussed the options for setting 
up a microbiology and chemistry testing lab for the existing clients. 

List of People I Met With: See Exhibit D for business card and OSMOSIS 
brochure. 

3. EMPECADORA PERRY 
Thursday, April 21, 1994, morning 

Brief Summary of Visit: Empecadora Perry produces ready-to-eat processed 
meats for the Guatemalan market. Lisbeth Villatoro from the Quality Control 
department was my host. Alice Perry, owner, and Luis Pedro Perez, Production 
Manager gave a tour of the plant. We discussed microbiological sampling of the 
processing environment and some of the potential cross contamination problems 
that would be associated with their products. 
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Assessment of Problems and/or Needs for Assistance: This is a small ready-to
eat meat processing plant by U.S. standards. The plant is crowded and the flow of 
product is serpentine. Refrigeration may not be adequate. The environment is wet, 
offering the potential for significant microbial growth on equipment, floors, etc.. 
Management seems to understand the need for microbiological control of the 
product, but may not have tie detailed knowledge to be as effective as possible. 
They seem to know about the requirements for high levels of sanitation required, 
but I did not confirm the actual performance of the plant with respect to low 
counts on equipment, etc.. Alice Perry and Luis Pedro Perez appear to know very 
much about the details of production. I believe that Lisbeth Villatoro has recently 
joined the Perry firm, and so she was learning too. 

Technical Assistance or Recommendations Delivered: We discussed various 
methods for microbiological sampling of the processing equipment and the 
environment. I have sent Luis Pedro Perez much information about Listeria 
control in meat plants, availability of worker training videos in Spanish, list of 
reference books for use by the microbiology lab. We discussed potential microbial 
risk areas and i offe!red possible solutions to some of the problems that we 
discussed. For exanile, I related some of my experiences in cleaning and 
sanitizing their specific b:and names of vacuum packaging machines. I reviewed 
their time/temperature requirements for cooking and found them to be in order. I 
suggested that they try to make more use of time/temperature recording charts to 
monitor their critical control points. Lastly, I gave an abbreviated presentation of 
the HACCP talk that was to be delivered to the AGTA conference. 

List of People I Met With: 
Alice Perry 
Luis Pedro Perez 
Lisbeth Villatoro 
EMPECADORA PERRY 
6a. Av 33-49, Zona 3 
33 Calle 0-73, Zona 3 
Guatemala City 
711206-721572 
Fax 771787 

4. 	 INCAP 
Friday, April 22, 1994, 14:00-16:00 

Brief Summary of Visit: I visited INCAP to assess and discuss the potential for 
INCAP to perfozm testing for fees for the Guatemalan food industry. My host was 
the microbiology group leader, Floridalma Cano. I invited Flori to visit Silliker 
Laboratories when she came to the U.S. for the ASM convention in May 1994. 
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Assessment of Problems and/or Needs for Assistance: At present, the focus of 
the microbiology lab appears to be on clinical microbiology side of foodborne 
illness and on research of microorganisms causing foodborne and waterborne 
illnesses. Nevertheless, INCAP labs are well-equipped to perform food 
microbiology testing. However, it seems that there is a lack of practical 
knowledge of the types and numbers of tests normally required by the food 
industry. For example, Flori mentioned that on a busy day the microbiology lab 
could process about ten samples. Typically, 10 samples per day would be 
expected from a single client! There seems to be an absence of practical 
knowledge about the microbiology of food processing technology, etc.. The 
business knowledge, attitudes and skills necessary for a successful launch of a 
private laboratory venture seem to be absent at this time. In my opinion, INCAP 
would 	have to hire a new technically sound business person to lead a private food 
testing laboratory project. 

Technical Assistance or Recommendations Delivered: I did not make specific 
recommendations during my visit. The shift in approach that would be required, 
in my opinion, to expand the existing services to do commercial food testing was 
too great for me to have discussed the changes required during a cursory 1-2 hour 
visit. 	 They seem to be very good at their existing work. 

List of People I Met With: 
Floridalma Cano 
Instituto de Nutricion De Centro America (INCAP)_ 
Carretera Roosevelt 
Zona 11 - APDO. Postal 1188 
Guatemala, C.A. 
Phone: 	PBX 715655 - 723762 
Fax: (502-2)736529 

5. 	 CONSULTATIONS WITH COMPANIES DURING THE AGTA 
CONGRESS IN THE AGTA OFFICE 

Malher Successores &CIA. Limitada
 
48 Calle 15 - 74 Zona 12
 
Guatemala, C.A. 01012
 
Ph: PBX 761179, Fax: (502-2) 761189
 

I met with Ing. Ruth E. Orellana Martinez, Chief of the Laboratory. Malher 
produces a wide variety of soups and beverage products. We discussed 
microbiological sampling and testing of raw materials and finished products. We 
discussed HACCP, the potential for cross-contamination of finished products by 
raw materials, cleaning and sanitizing practices, the hazards of wet cleaning of dry 

0 
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processing environments. The Malher people seem to have a sound understanding 
of the microbiological risks. They have recently established the microbiological 
testing !ab. 

Foremost Dairies de Guatemala
 
Calzado Raul Batres 32-33, Zona 12
 
Guatemala, C.A.
 
Ph: 762178, Fax: 766262
 

I met with Marta Leticia Almengor, Manager of Quality Control. We discussed 
testing methodology for detection of Listeria monocytogenes in dairy products 
and processing plant environments. I sent her information on testing methods, 
especially rapid cultural testing procedures. 

5. 	 AGTA Congress Speaker Reception at Museo Ixchel
 
April 22, 1994, Evening
 

The AGTA organizers held a reception for presenters and key AGTA workers at 
the Museo Ixchel. The event was a relaxed social meeting. We were given tours 
of the museum where the works of indigenous artists are displayed. Awards and 
gifts were presented to many AGTA workers and to the speakers who came from 
other countries. 

GABIS' PRESENTATION AT AGTA CONFERENCE 

" 	 Materials prepared for workshop: See enclosed packet of 35-mm slide 
printouts (Exhibit D) 

" 	 Congress Inauguration Program: See enclosed AGTA Congress
 
Inauguration Program (Exhibit E)
 

" 	 Promotion/publicity materials prepared by local host organizations: See 
enclosed Exhibit F, AGTA Congress Official Program. 

* 	 List of Congress participants: Not available from D. Gabis 

I have sent my expense form Dave Tacker at Chemonics. Liz, if you have any 
questions, please feel free to call me. 

yours,Da7ien 

Damien A. Gabis, Ph.D. 
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EXHIBIT B
 

DR. DAMIEN GABIS
 
Hostess: Ana Lucrecia Galindo (Tel. 83443)
 

SCHEDULE
 

DAY TIME ACTIVITY 
19 17:22 ARRIVAL, Luz Marie Ortega/Breatriz 

Matzdorf 

20 08:00 -12:00 ALIMENTOS KERN DE GUATEMALA, Luis
 
Alfredo Garcia
 

20 14:30 -16:30 OSMOSIS. Carlos Rafael Anzueto
 

21 Morning EMPACADORA PERRY. Lisbeth Villatoro
 

21 Afternoon Conference at Congress
 

22 Morning Open Sessions with participants at
 
Congress
 

22 14:00 -16:00 INCAP, Dr, Luiz Elias
 

23 09: 15, DEPARTURE
 

HOTEL STOFFELLA - Tel.391878 -FAX 310823
 
2a. Av, 12-28, zona 10
 



EXHBIT C -- LIST OF KERN PERSONNEL WHO
 
MET WITH D. A. GABIS ON APRIL 20, 1994 AT
 
THE KERN FACTORY IN GUATEMALA CITY
 

-Kern - -Kes. 
+4 ?a /( 3 

Lic. Maynor Ord6hez 
0 dp:,I.rt d..Callo-C 

Lic. M. Sc. Luis Alfredo Garcia Vela j . b.or eoi.. 
Gerente do Celidad 

Alimenlos Kern d. Guatemala, S. A. Kn. 6% Correltes al Allintico, Zono 10 Ahnentlos Kern de Gernalel. S A, Krn. 61v C.relefa I Athnhco. Z7nn IB
 

Tel. 562222, Fax 562346, Telex 5786 KernGu, Apdo. Poal 379, Guatemala, C. A. Telelono; 562222. Tei. 57bG '.r.'t,-t, , Atac. 2 's. C A
 

-Kern's. -Karn's
-

Lic. Guilermo Sol6rzano 
Daparrmnso d. Calrdad 

,n'. -e' :,r;nc 

Almenos Kern de Guatmal a, 

Telilonot 562222, Tetex 5786 

S. A. Kn. 6 Caorolera &I AIlnlico, Zona 

Kern Gu, Apaitsdo Postal 379, Guatemala. C. 
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-Kerfs.
 

Ing. Victor Blanco 
Dsoortsm.nlo de Calidad 

Alifleonlos Kern do Gualemala. S. A. Ka. 6di Correlat el AIl/intlco, Zone 18
 

Teloleno, 562222, Te.ex 5786 Karn Gu, Apsltado Postal 379, Guatemala, C. A.
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EXHIBIT D - PACKET OF INFORMATION ON HACCP 
PRESENTED AT THE 1994 AGTA CONGRESS IN GUATEMALA 
CITY 

The Hazard Analysis Critical Control Points (HACCP) system is recognized 
as a most effective method for insuring food safety. HACCP relies on 
identification and control of health hazards associated with foods and the 
establishment, control and monitoring of critical control points. HACCP 
builds safety into foods rather than inspecting them for defects once 
produced. HACCP is an early warning system that allows process deviations 
to be corrected quickly before unsafe product is made. HACCP 
implementation by food companies will eventually be mandatory in the USA 
and is likely to be a future requirement for international trade. Regulatory 
agencies in the USA have either made or are preparing proposals for 
mandatory implementation of HACCP by the food industry. 

Implementation of HACCP by industry requires application of seven 
principles: 1. Perform an evaluation of health/quality hazards associated 
with the food; 2. Determine the critical control points(CCPs) where hazards 
can be eliminated, prevented or minimized. 3. Establish limits at CCPs to 
control hazards; 4. Establish monitoring procedures to assure that CCPs are 
under control; 5. Establish remedial actions to return CCPs to control; 6. 
Establish record keeping systems to document the activities of the plan; 7. 
Establish procedures to verify the effectiveness of the plan. 

Development and implementation of a HACCP plan requires a team 
representing the different areas of responsibility in the plant. An experienced 
HACCP consultant is useful to facilitate the process. The health hazards 
associated with each process and the intended use of the product must be 
identified. Outside technical expertise is often useful to help conduct the 
hazard analysis. A simple HACCP system is more likely to be accepted by 
those who will operate and maintain it. Implementation of HACCP may take 
many months because of the need to train the team, design the plan, and 
educate employees. 
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What HACCP IS 

Where HACCP developed 

* Current status 



What HACCP Is 

1. Systematic approach to food safety 

2. Organized risk assessment 

3. Focus on critical control points 

4. Monitoring and verification built-in 
°° 



What HACCP Is 

5, Documentation of activities 

6. Continuous control 

7. Prevention rather than inspection 

8. Early warning of process deviations
 

9. Best case scenario 

10. 	 Replacement for microbiological 
testing 



HACCP Principles 

l #1 Hazard Analysis 

Determination of hazards A thru F 

*Assignment of risk category 0 thru VI 

*Accomplished for each food and its 
ingredients / components 



Hazard
 

A biological, chemical or physical effect that
 

produces an unacceptable health risk.
 



Hazards
 

A. 	Special class of non-sterile products intended 
for at risk populations 

B. 	 Contains "sensitive ingredients" microbiologically
 

C. 	 No processing step that destroys microogranisms
 

D. 	 Subject to recontamination after processing, 
before packaging 

E. 	 Substantial potential for abuse in distribution 

F. 	 No terminal heat processing after packaging 



HACCP Principles 

#2. Determine CCP 
Any point or procedure at which control can be 
exercised to eliminate, prevent or minimize an 
unacceptable health hazard. 

• All hazards identified must be controlled at 
some point (s). 

MAre located at points in a process where 
hazardous microorganisms need to be 
destroyed or controlled. 



HACCP Principles 

#3. Establish Critical Limits (CL) for CCP's
 
* Prescribed tolerances that must be met to 

control an unacceptable health hazard. 

• If CL is out of control the CCP is out of control 
and corrective action must be taken. 

*Criteria most often used are temperature, time, 
moisture level (Aw), pH, acidity, preservatives, 
sa!t concentration, available chlorine and 
sensory information. 



HACCP Principles 

#3. Establish Critical Limits (CL) for CCP's
 
(continued)
 

Includes cooking, chilling, sanitizing, 
formulation control, prevention of cross 
rontamination, employee hygiene and 
environmental sanitation. 

Control point is where loss of control does not 
lead to an unacceptable health risk. 



HACCP PrincipDes
 

#4. Establish procedures to monitor CCP's
 

Monitoring is the scheduled testing or 
observation of a CCP and its critical limits. 

* Monitoring determines if the CL and CCP are in 
or out of control; it must be as accurate as 
possible. 

• Monitoring should be continuous or at 
frequently enough intervals to reliably indicate 
the hazard is under control. 



HACCP Principles 

#4. Establish procedures to monitor CCP's
 
(continued)
 

• There is no tolerance for exceeding a critical
 
limit. 

e Monitoring procedures need to be done rapidly. 



HACP Principle
 

#5. 	 Establish corrective actions for deviations 
to CCP's 

e Actions taken must eliminate the hazard created 
by the deviation and return the CCP to control. 

9Actions must assure the safe disposition of the 
product. 

&	Actions must be a part of the plan and approved 
by regulatory agencies where appropriate. 



HACCP Principles 

#6. Establish effective record-keeping system
 
that documents the activities of the HACCP 
plan. 

• Records will include the HACCP plan, any 
modifications to it, all monitoring results, deviations 
and corrective actiGns taken. 

* Records must be readily available for verification. 



HACCP Principles
 

#7. Establish verification procedures 

To review HACCP plan, monitoring records, deviations 
and corrective actions and collect random samples for 

:o testing. 
r• Routinely and unannounced.O 

* By different levels of management. 

* By outside experts particularly when plans first 
established. 
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How is HACCP Implemented?
 

* Make commitment 

- Establish HACCP team 

- Enlist outside expertise 

, Train team and employees 

, Develop HACCP program 

- Develop phase-in plan - no quantum leaps 

o Verify program - outside audit
 

e Establish responsibilities
 

-ODevelop and verify flow charts
 



What Does HACCP Do For Me?
 

*Provides continuous control 

e Catches out-of-control situations early 

* Makes immediate corrections
 

e Provides safer products
 

* Prevents out of spec products 

* Eliminates or reduces rework, product 
holds, returns and recall 

e Develops quality image / reputation
 

• Increases quality of people 



What Does HACCP Do For Me? 
(continued) 

oImproves employee morale 

e Identifies CCP / Focuses efforts 

e Improves understanding of the process 

*Organizes / systemizes control efforts 

increases customer satisfaction 

• Gives competitive edge 

* Sum these all up and it: 

Increases Financial Returns and Increases Profits 
-lP 



What Does HACCP Cost?
 

• Commitment in attitude and funding 

* Developing the HACCP program 

Education and training 

*Increase in personnel - depends on 
starting point 

* Documentation 

* Verification 
*15 

Q-y 



Is HACCP For Me? 

*What are your goals? 

* Where do you want your company to go?
 

• What is your business attitude? 

o How committed are you to food safety and 
quality? 

* Where are you now with quality control / 
food safety?

* Do you really want to make the effort? 

e Can you apply the HACCP principles? 



What Are the Disadvantage
 

HACCP Requires: 
e Commitment 

9A plan 
e Training and education 
e Employee involvement 
* Monitoring 

Q- * Documentation 
Q0o •Verification 

, 
Out-of-pocket costs 

HA CCPis a Complex System 



What Do You Need to Make It Work?
 

aTop management commitment 

, Management ownership 

* Employee ownership 

e Production ownership 

a Assigned responsibilities 

* Documentation 
• Verification - no assuming 

• MBWA 
* Not too many CCP's 



Can it Work With TQM?
 

* Yes... like a hand in a glove 



Can it Work With ISO 9000?
 

* YES 

* HACCP is international
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BIENVEIDOS A AGTA'94 

La Asociaci6n Guatemalteca de Tecn6logos en Alimentos,AGTA, se siente muy orgullosa de presentar el 11 Cong-resoNacional de la Industria Alimenticia y Exposici6n Industrial,AGTA'94. Esta es la culminaci6n de un largo perfodo de 
dedicaci6n y esfuerzo por parte del Comit6 Organizador, cuyosmiembros han hecho todo lo posible por hacer de este Congresoun evento de primera categoria. Como muestra de lo anterior, 
ee contarAnacionales con conferencistas distinguidos, extranjerosde reconocido prestigio a nivol internacional. y
Varias de )as actividades programadas deben destacarse. Laconferencia inaugural nos situard de inmediato en lo que es el 

temadel momento en todo el mundo: Mercadeo Global; impartidapor el Sr.Anthony Adams, The Coca Cola Company, esta charlaserA la introducci611 perfecta al simposium sobre los retos de laglobalizaci6n y la apertura de mercados, tema coninicia el Congreso. En este simposium se 
el que seexpondrd con mtsdetalle la situaci6n del irea centroamericana y guatemateca yc6mo afectarAa la industria de alimentos. 

El simposium sobre Caidad Total seri tambidn de sumointerds, tanto por !a experiencia de los expositores como por laimportancia que reviste el tema ante la cadapresencia de productos extranjeros en el mercado local. 
vez mayor 

Otro simposium inter sante ser el ofrecido por la Asociaci6nAmnricana de Soya, cuya colaboraci6n para la realizaci6n de 
este Congreso es muy valiosa. 
Despuds de la sesi6n sobre nuevas tecnologfas, temas de 

simultdneas tendremos 
especial interds para la industria de alimentos y conferencias
la relaci6n una mesa redonda que tratarA sobreIndustria-Academia. Aquf se analizar(iimportancia del rol que las empresas de alimentos deben tener

la 
en la formaci6n de recursos humanos, como parte del desarrollocontfnuo que debe tener la industria. Adem,4s, se planteardn las 
necesidades que existen por parte de las industrias en cuanto a 
personal especializado.
Resumiendo, AGTA'94 se presentaoportunidad como una excelentepara evaluar Ia situaci6n de la industriaalimentos en relaci6n de 

a ]a apertura de mercados, y asf poder
responder a la pregunta zEstamos preparados para competir? 
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AGTA 94 - INFORMACION GENERAL AGTA 94
 
ASESORfA Rojo: Conferencista MA 

Blanco: Organizador

Los Tdcn'cos de la Asociaci6n Ameri- Amarillo: Edecdn/Staff 
 Junto con su gafete y carpeta se le 
cana de la Soya y los conferencistas entreg6 una boleta para una rifa y un 
extranjeros atenderdn consultas per- EXPO cuestionario. Escriba su nombre y
sonales, de acuerdo a cita previamen- direcci6n, visite 10 o mds stands, haga
to establecida y confirmada en Secre- El horario de exposicidn es el siguien- que le sellen su boleta en cada stand,
tarfa. te: Ilene el cuestionario y entrdguelos en 

Secretarfa para la Gran Rifa que se 
CALENDARIO SOCIAL Midrcoles 20:00 - 22:00 horas llevarA a cabo el s~bado 23 en el Cock

tail de Clausura. Fabulosos premios:
Midrcoles 20 Jueves 8:00 - 19:00 horas Pasaje Adreo (destino sorpresa), cena 

para dos personas, cortesfa de Hotel El 
Cocktail Inau,-ural 20:00 Hrs., Saldn Viernes 8:00 - 19:00 horas Dorado y muchos premios mns. 
e~e Exposicione. Cortesfa de Alimen
los Kern de Guatemala, S. A. Admi- SAL6N DE CONFERENCISTAS 
si6n con gafete o invitaci6n especial. GAFETES 
Bebidas cortesfa de Importadora y Sal6n 222, Segundo Nivel, para uso 
Distribuidora Izabelle. Los gafetes deben portarse en todo exclusivo de conferencistas y organi

momento para ingresar a conferen- zadores. 
Jueves 21 cias, eventos socialesy almuerzos. Son 

personales e intransmisibles. Su repo- SECRETARfA 
Hospitality Suite 19:00 Hrs. en ade- sici6n cuesta Q20.00 en Secretarfa, 
lante. Sal6n Maria del Rosario. Invita- previa identificaci6n. Sal6n 222, Segundo Nivel. 
ci6n especial necesaria. 

HORARIO Horario: 
Fiesta para Estudiantes 20:00 Hrs. en 
adelante. Cortesfa de El Establo. Invi- Por lo apretado del programa cientifi- Midrcoles: 14:00 - 20:00 horas 
tacidn especial necesaria. co, las conferencias dardn inicio exac- Jueves: 8:00 - 19:00 horas 

tamente a la hora indicada. Viernes: 8:00 - 19:00 horas
Viernes 22 Sdbado: 8:00 - 13:00 horas 

Recepci6n del Presidente, a conferen- INFORMACIN SERVICIOS VARIOS 
cistas y participantes internacionales. 
Invitacidn especial necesaria. En Secretara, Sal6n 222, Segundo Confirmaci6n de pasajes, inscripci6n, 

Nivel informacidn: Solicftela en Secretarfa. 
Sfilbado 23 

INSCRIPC16N TELEFONO 
Cocktail de Clausura 13:0 Hro. Sal6n 
Veranda. Cortesfa de Asociaci6n En Secretarfa, Sal6n 2122, Segundo Servicio telefnico local disponible en 
Americana de la Soya. Bebidas corte- Nivel. Secretarfa. 
sla de Importadora y Distribuidora 
Izabelle. Admisi6n con gafete de parti- PARQUEO TICKETS ADICIONALES 
cipacidn. 

Por seguridad, recomendamos esta- Para almuerzos Q60.00 c/u en Secreta-
C6DIGOS DE COLOR GAFETES cionar su automdvil en el parqueo del ria. Cerci6rese que al inscribirse le 

Hotel (sobre la 14 Calle). Tarifa espe- entreguen dos tickets de almuerzo. Si
Los listones que cuelgan de los gafetes cial para participantes de AGTA'94, los extravia, su reposicidn cuesta 
identifican a los portadores. Q5.00 do 8:00 a 18:00 horasy Q5.00 de Q60.00 c/u en Secretarfa. 

18:00 horas en adelante. Indispensa-
Azul: Participants Internacional ble que su ticket sea sellado en Secre-
Verde: Expositor taria. 

BEST AVAILABLE DOCUMENT
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"nunejorable fuente de sabor para quwsos proesados, larnejor U
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revenimiento (blooming) en chocolate de leche. necesidadesespecificas. Consdtlenos.
 

Como obtener al menos 12 
productos de un va de lech
 
S61oapicando las nms avanzadas tecnologfas en proc'.msamiento de leche se pueden obtener una amplia 
variedad de subproductos lkcdcos para uso de laindustria en general, que garanticen alta eficiencia abajo 
costo. Desde Nueva Zelandia, New Zealand Milk Products importa subproductos Icdcos estaridarizados pr 
los diferentes plocesos de producci6n ytambidn es capaz de elaborar nuevos productos qu, se ajusten alas 
necesidades especfficas de cada chente. Liame ahora ypida una soluci6n asu necesidai 

NEWZEALANDI~ii~eLMILKPRODUCTS
48 Zona 9,Guatemala *Tels.: 344884 al 86. Fax: 325107. 
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CONCEPTOS FUNDAMENTALES 


*Ltc. HctorTorresLopez 

Todos nos hemos familiarizado a-
cerca de los conceptos fundamen-
tales respecto del tema de la Cali-
dad Total. En tal sentido, hemos 
avanzado mucho. Nos toca ahora 
comenzar a producir resultados 
(en aquellos casos que no se hayan
comenzado a obtener ya). 

Pero antes repasemos un poco res-
pecto de los conceptos fundamen-
tales para ver si realmente esta-
mos todos de acuerdo. Intentard a 
travds del presente artfculo, resu-
mir los conceptos fundamentales 
respectodeltema"ControlTotalde 
la Calidad". 

CALIDAD TOTAL*
 

1.DEBE HABER UN COMPRO-
MISO CON LA CALIDAD 

Es necesario considerar a la Cali-
dad c(,mo parte esencial del 
proceso gerencial. 

Este "Considerar a la Calidad 
como parte esencial" debe formar 
parte de la misi6n de la Empresa; 
implica contar con estrategias 
especificas dirigidas hacia el mejo-
ramiento continuo de la Calidad, 
debe estar entre los objetivos de la 
Alta Gerencia, formar parte de los 
Planes y Programas de la Geren-

RESPECTO DE
 

cias Medias, ser parte del compro
miso y del inter6s de las Jefaturas 
y ser uno mds, si no el principal, de 
los intereses y entusiasmos del 
personal (todos ellos, no s6lo del 
personal del area de producci6n). 

Este "Compromiso con la Calidad' 
se debe respirar a todos los niveles 
y en todos los sectores; debe ser 
como la sangre que circula por las 
venas de nuestra Instituci6n o 
Empresa. El "Compromiso con la 
Calidad" debe ser un valor compar
tido a todo lo largo y a todo lo ancho 
de toda nuestra Instituci6n o 
Empresa. 

Continfla en pdgtna6 

Una pequela muestra de lo que podemos hacer. do laproducci6n, asesoramos soore ia introducc0n ,etocnologlasUniversal Flavors International es una compaia que posee un nuevas come el sistema STABILAC de Acidificaci6n Directa, aceitesmundo de experiencia, mds de 80 ahos degran 6xito en las industrias naturales Templar, aceites esenciales, etc., y disponemos dede bebidas gaseosas, productos lcteos y alimentos an general. asistencia para al dise'o do envases. Este proceso es realizado enForma pane do un grupo do renombradas marcas coma: un porlodo de iempo mucho ms corto de loque usted se pudiera
Hurty-Peck. Blanke~aer, Templar, Fantasy Flavors, imagiar

Flavorshades: todas elias sin6nimos do gran exce- Lo realizamos todo alrededor dellencia. Sin embargo, Universal Flavors puado mundo.hacermuchomtsque dade sabor a su producto. Hamas desarrollado una red mundial doMuchao ms! onstalaciones para ia fabrcacion y venta deSabores son s6lo el principlo. nueto poductos. Esta red mundial ha sidenustras pradco.E( e uda asdNuestros profesionales toman el"producto" realzada con laaoquisici6n da las instalacionesde su imaginaci6n yloIlevan hasta las estan- do Felton Worldwide en Inglaterra, Francia,tarlas donde seri adquirido par el consumi- Italia, Mjico. Hong Kong, Japan y Tailandia.dor final. 

Es por ello quo nuestra experlencia soDarle su propia personalidad al sabor es solo encuentra donde Ia necesita. cuando [ael punto do partida. Nuestros servicios necesita.incluyen tambidn el desarrollo de conceptos Universal Flavors Internacional posee unpara su producto, asi coma asesoria en el mundo de experiencia. Permitanas darle unamorcadoo y Ia comercializac!6n del mismo. pequeha muestra de Ioque podemos hacer parPrestamosapoyo tdcnicoduranteelperadoinicial usted. Pongase en contacto con nosoiros. Para 
W "- sabres. extractas ymucho ma s. 

Universal Flavors International 
rdficio Centro Empeaaari 
5u. Avenida 15.45 zone
Tolts: 10.Tare 1,Pito6, 01.8605 

,.d 
UNIVERSAL FLAVORS(502-2) 37.4214 &37-4217 AUNIVERSAL 4 COMPANY

Fax: (502-2) 33-7053 Uy 
Apdo. 98-F, Guatemala City, Guatemala.C.A. 

qI(0
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2. 	 TODOS DEBEMOS EN- Pero tambidn hay allf, en el fondo, quidn se resiente?: Su cliente (o su 
TENDER QUE ES LA CALI- atrds del todo, un "estndardesea- Usuario). Entonces, zQuidn es la' 
DAD 

SQud es Calidad? Calidad es 
cumplimiento de requisitos. 

Control Total de la Calidad es, 
primariamente, cumplimiento to-
tal de requisitos. Esos requisitos 
son primordialmente "estAndares" 
(objetivos alcanzables), comple-
mentados por mdtodos, normas, 
procedimientos, formas preesta-
blecidas de operar, etc. Calidad 
Total representa haber alcanzado 
el 100% o el 0% de algo. Si Calidad 
es cumplimiento de requisitos, 
,Qu6 es lo primero que debemos 
hacer?: Fijar los EstAndares. 

Es tremendamente importante 
que esto quede bien claro. El corn-
promiso filos6fico estd OK. El 
compromiso filos6fico es importan-
te. Pero si no comenzamos a mate-
rializar el concepto de Calidad 
Total a travds de la fijaci6n de 
esLndares ....no habremos avan-
zado nada. 

Ademhs, los estdndares deben ser 
los mds altos posibles, dentro de lo 
razonable. Ademds, debemos ir 
mejorando los estAndares a medi-
da que son alcanzados (sin volver-
nos locos por supuesto ....siempre 
dentro de una razonable relaci6n 
costo - beneficio). 

Debemos recordar que el desem-
pefio de las personas estarA de 
acuerdo a los estAndares que 
les fijen sus lfderes. Es respon-
sabilidad de los lfderes establecer 
dichos estdndares. Si sus est6nda-
res son altos probablemente sean 
altos los logros. Si sus estdndares 
son bajos, probablemente sean 
pobres los logros. 

do". Especfficamente, su trabajo 
tiene que ser hecho con cero erro-
res, su producto tiene que ser he-
cho con cero defectos, su despacho 
tiene que ser atendido con cero 
demoras, su proceso tiene que 
completarse con cero desperdicio. 
Si no se ha logrado el cero absoluto 
a~in, debe establecerse el %de erro-
res, odefectos, odemoras, odesper-
dicics, que se consideran acepta-
bles en cada caso. 

Debe haber estdndares perfecta-
mente definidos que dejen clara
mente identificado cuando se ha 
alcanzado la Calidad deseada, y 
cuando no. Ah,y debe monitorear-
se bien de cerca cudl es la realidad 
(versus la meta o el est6endar). 

Todas las personas deben corn-
prender, saber, darse cuenta, 
cuando han hecho un trabajo o 
producto con y cuandocalidad .... 
no. 

3. 	 EL CLIENTE (0 USUARIO) 
DEFINE LA PAUTA RES-
PECTO DE LA CALIDAD 

La Calidad es comenzar escu-
chando al cliente. La Calidad 
debe ser la que demanda el Clien-
to, y no la que idealiza el Encarga
do de Calidad Total. La Calidad 
Total es la que realmente desea el 
Cliente y no necesariamente la que 
entiende o nos transmite nuestro 
Vendedor. Debemos escuchar di-
rectamente al Cliente. 

Cudl es la raz6n de su existencia?. 
Satisfacer a su Cliente (o su Usua-
rio). Qui6n le reconoce un trabajo 
bien hecho o un trabAjo mal he-
cho?: Su Cliente (o su Usuario). Si 
no ha hecho algo bien, si no ha 
hecho algo con la Calidad debida, 

primera persona a tener en cuenta 
en 	la fijaci6n de estdndares?: Su! 

Cliente (o su Usuario), iPor su
puesto! 

Y cr~alo.... su Cliente o Usuaric, 
seguramente demanda la mayor 
Calidad posible. Siempre hay ern 
ellos un permanente deseo de me., 
jora. Siempre hay en ellos una 
definida preferencia por las cosa, 
de mayor Calidad. Y siempre hay. 
cr6alo, una mejor manera de hacer 
las cosas. 

4. 	 PENSEMOS EN LA PRE-
VENCI6N COMO ESTRAI 
TEGIA DE CALIDAD. 

La estrategia deb ser, primaria. 
mente prevenci6n...de defectos 
o de problemas, o de costos cxcesi* 
vos. 

i,C6mo podemos prevenir la ocu! 
rrencia de este error?. zC6mo pode: 
mos prevenir los problemas qu 
estdn originando estas devolucio
nes?; ZC6mo podemos prevenir las 
insatisfacciones que estdn der 
vando en estos reclamos?; LC6m,; 
podemos prevenir estos costos ori
ginados en repeticiones o reiter 
ciones?. J 

Recordemos que Calidad Total e 
hacer bien las cosas desde L 
primera vez.. 

5. 	 DEBEMOS TODOS ESTA, 
DISPUESTOS A TRABA. 
JAR CON GANAS EN E71 
MEJORAMIENTO DE L , 
CALIDAD. 

Cada uno de nosotros es el pafs o I 
Compaftfa. Y debemos desarro 
lar en cada uno de nosotros el 
hAbito de hacer bien las cosa1 

S(gue en pdgina 14 
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PROGRAMA DE CONFERENCIAS
 
II CONGRESO NACIONAL DE LA INDUSTRIA ALIMENTARIA Y
 

EXPOSICION INDUSTRIAL - AGTA'94-

LESTAMOS PREPARADOS PARA COMPETIR?
 

Hotel El Dorado, Guatemala 20 - 23 Abril de 1994.
 

M16rcoles 20 de abril - 19:00 Hrs. 

CEREMONIA INAUGURAL Y 

CONFERENCIA INAUGURAL 


del Sr. Anthony Adams, Director de Global Marketing
 
Information para The Coca Cola Company. 


Tema: Mercadeo Global; un reto para ]a Industria de 

Alimentos. 


INATTGURACI6N DE LA EXPOSICI6N INDUSTRIAL
 
Y COCKTAIL INAUGURAL 


Cortesfa de Alimentos Kern do Guatemala. 

Bebidas cortesfa de Importadora y Distribuidora Izabelle. 


Jueves 21 de abril - 8:00 a 12:30 Hr.
 

SIMPOSIUM: LOS RETOS DE LA GLOBALIZACI6N 
Y LA APERTURA DE MERCADOS. 

8:00 a 8:35 La industria guatemalteca ante ]a 
globalizaci6n y apertura de mercados; 
invasi6n de productos Vrs. oportunidades 
para nuestros productos. Lic. Jos6 Orive, 
representante permanente de Guatemala 
para ]a incorporaci6n de Centro Am6rica al 
TLC Norteamericano, Guatemala. 

8:40 a 9:25 Efectos de Ia globalizaci6n y Tratados de 
Libre Comercio en ]a Industria Nacional deorales,

Alimnto. Ig. iretorMorales,Euaro Serisn,Alimentos. Ing. Eduardo Sperisen, Director 

Ejecutivo, Cdmara de Industria de 

Guatemala, Guatemala. 

9:30 a 10:10 Estudio de un caso: Competitividad do las 
empresas centroamericanas fabricantes de 
jugos y n6ctares. Estudio patrocinado por 
BID, FEDEPRICAP Y GEXPRONT. Ing. 
Luis E. Reyes, Guatemala. 

10:15 a 10:35 Coffee Break cortesfa do THE QUAKER 
OATS, Co., on el drea de Exposici6n. 

10:35 a 11:05 Respuesta de la Industria Nacional de 
Alimentos ante la apertura de mercados. Sr. 
Jorge Luis Cabrera, Gerente do Mercadeo, 
Ffibrica do Productoo PETER PAN, 
Guatemala. 

11:10 a 12:00 Mesa Redonda: LEstamos preparados para 
competir?. Participantes: Lic. Jos6 Orive, 
Ing. Eduardo Sperisen, Ing. Luis Reyes, Sr. 
Jorge Luis Cabrera y Anthony Adams. 
Moderador. Lic. Clark MacDonald, AGTA. 

12:00 a 13:00 Perfodo especial para visitar ]a Exposici6n 
Industrial. 

Jueves 21 de abril - 14:00 a 17:45 Hro.
 

SIMPOSIUM: CALIDAD TOTAL EN LA INDUSTRIA
 

14:00 a 14:45 

14:45 a 15:25 

15:25 a 16:10 

16:10 a 16:30 

16:30 a 17:05 

17:05 A 17:45 

17:45 a 19:00 

DE ALIMENTOS. 

,Qu6 es Calidad Total?; su filosoffa, sus 
mdtodos. Dr. Jorge Arturo P6rez Monge. 
Entrenamiento pars Ia Calidad /E.P.C./ 
Pdrez Monge y Asociados, Puebla, Mexico. 

Sistema de control de puntos crfticoa 
(HACCP) en la Industria de Alimentos. 
Damian Gabis, Director Ejecutivo de Silliker 
Laboratories Group, Inc., Estados Unidos. 

ZC6.no implementar un Programa de 
Caldad Total en una Industria de 
Alimentos?. Dra. Mary Wagner, Directors de 
Investigaci6n y Desarrollo, Calidad y 
Operaciones Regulatorias de Gorton's 
Divisi6n de General Mills, Inc., Estados 
Unidos. 

Coffee Break en el drea de Exposici6n. 

Experiencias en ]a Industria Nacional de 
Alimentos, en la implementacidn de
Programas do Calidad Totna.Ing. Sergio 

Gerenee de Programa dogCaSidad
Gerente de Programsde CalidadTotal de Licorera La Nacional, Guatemala. 

Foro de discusi6n: LEstamos preparados 

pars la Calidad Tptal en la Industria 
Nacional de Alimentos?. Participantes: Dr. 
Jorge Pdrez Monge, Ing. Sergio Morales, 
Dra. Mary Wagner, y Dr. Damien Gabis. 
Moderador. Ing. Rolando GAlvez, AGTA. 

Periodo especial para visitar ]a Exposici6n 
Industrial en el Sal6n Los Reyes. 

Viernes 22 de abril - 8:00 a 12:30 Hr-. 

TEMAS DE ESPECIAL INTERES PARA LA
 
INDUSTRIAALIMENTARIA
 

8:00 a 8:40 Norman ambientales y conciencia ambienta. 
lists: ,Cdmo afectardn a Ia Industria de Ali
mentoo?. Lic. Jorge Cabrera, Director Ejecu
tivo, Comisidn Centroamericana de Ambien
te y Desarrollo, Guatemala. 

(Continda en pdgina 12) 
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EMPRESAS 
PARTICIPANTES EN LA 

EXPOSICION INDUSTRIAL 12 tt-
AGTA'94 

Entrada.1. Stand 
j 10 

1. 	 ALEJANDRO VALDIVIESO Y RICKY 
LOPEZ 29 4 T 91 
Fotdgrafos profesionales especializados en 
fotograffa de alimentos y de procesos 30 5 
industriales. -

31 	 6 7 
2. 	 AROMA/UNGERER & COMPANY
 

Sabores y colores. 32
 

3y 4 	 REPRESENTACIONES DEL CARIBE 
Materia prima y maquinaria, sabores y SALON
 
sazonadores, gomas naturales, cocoa,
 
product os quimicos e ingredientes, cuajos E XI
 
y cultivos para ]a industria ldctea y colores.
 

5. 	 BASSCULAS REVUELTA. 
Bdsculas. 

6. 	 RECASA 
Maquinaria industrial, materia prima,
 
equipo de filtraci6n por membranas, etc.
 

12, 13 y 14 SIDASA
 
7. 	 UNIVERSAL FLAVORS Maquinaria para ]a industria alimenticia.
 

Materia prima para la industria alimen
ticia (sabores en general). 15 y 16. VIDRIERA GUATEMALTECA, S.A.
 

(VIGUA)
8. 	 GRUPO SIGMA/GU Envases de vidrio.
 

Papeles, empaques y afines, principalmen
te en el mercado centroamericano, con 17 y 18. SABORES COSCO DE 
exportaci6n a nivel mundial. GUATEMALA, S.A. 

Colorantes naturales y artificiales,
9. 	 FLACHSMANN esencias, sabores naturales, gomas,
 

Aromas y sabores y productos terminados. estabilizadores y otros.
 

10. 	 PRODUCTOS DIVERSOS (PRODISA) 19. RHONE POULENC 
Sabores naturales y artificiales para ]a Aditivos para ]a industria alimenticia 
industria de helados, refrescos, dulces, 
chicles, gelatinas, jugos, salsas, sopas, 20. COMERCIAL PEPE DEL GRUPO DE 
snacks, bases para salsas, galletas, INDUSTRIAS PEPE 
chocolates, margarina, miel, cereales, etc. Cestas pidsticas, cajas para archivo, film 

(pldsticn mito-adherible para empaque de 
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27 Y 28. 	 IMPORTADORA Y DISTRIBUIDORA 
IZABELLE
 

Vinos y licores importados. 

29. 	 QUIMICA REITZEL, S.A. (QUIRSA) 

Goma xanthan, preservantes, fosfatos,
tI 

ticido citrico, sodio citrato, fragancias y 

aromas. 

18 
30. 	 MERCKRea25 CENTROAMERICANA, S.A. 

Reactivos, productos para diagn6stico.6 19 
microbiol6gico, desinfectantes, productos- 26 
quimicos para la industria alimenticia.20 4 C 

27 ONFERENCIAS 

POLICA, S.A.
4 21 2731. 

Articulos de duropor (vasos, tacitas, 

platos, dep6sitos de comida, bandejas,
22 -3 

porta-huevos, paneras, hieleras, cajas de 

cart6n con duropor para exportaci6n de 
r2 23 	 -alimentos).V== 

32. 	 AMERICA COMERCIAL,S.A.8 ESCALA 1,200 
Etiquetas autoadhesivas, etiquetadoras

10 N para precio, vencimiento y producci6n, 
de barras, balanzassistemas de c6digo 

electr6nicas que trabajan en red, scanners 

y verificadores e impresoras. 

alimentos), linea avicola, ordenadores,
 

mdquinas para uso de film, mdquinas para
 

uso de termoencogible, tarimas pldsticas.
 

21. 	 ALIMENTOS, S.A. 

Proteina de soya texturizada
 

(PROTEMAS)
 

23. 	 SISTEMAS DE PESAJE, S.A. (SIPESA)
 

Bdsculas y balanzas.
 

24 2 5  y 	 NEW ZEALAND MILK PRJDUCTS
 

Productos ldcteos en general (quesos,
 

mantequilla, leche, grasa butirica,
 

caseina, protefna, etc.).
 

26. 	 PREXIM, S.A.
 

Ingredientes para la industria alimenticia.
 

BEST AVAILABLE DOCUNI 



Pdglna 12-Rovista AGTA,_ 


8:45 a 9:25 Residuos de pesticidas en alimentos 
procesados: Una barrera para la exportaci6n 
de productos a Estados Unidos. Christine 
Chaisson, Directora, Technical Assesment 
Systems Inc., Estados Unidos. 

9:30 a 10:10 Aplicaciones de la biotecnologfa en la 
Industria de Alimentos. Ing. Francisco 
Calzada, ICAITI, Guatemala. 

10:15 a 10:35 	 Coffee Break en el Area de Exposici6n. 

10:35 a 11:10 Nuevos productos alimenticios fabricados en 
Guatemala. Ing. Rodolfo Bressani, AGTA,
Guatemala. 

11:15 a 11:55 Tendencias del mercado mundial de 

productos alimenticios. Douglas Guimaraes 
Universal Flavors, Guatemala. 

12:00 	a 13:00 Perfodo especial para visitar la Exposici6n 
Industrial. 

Viernes 22 de abril - 14:00 a 17:30 Hre. 

SIMPOSIUM: SOYA PARA LA INDUSTRIA DE 
ALIMENTOS 

14:00 	a 14:10 Inauguraci6n. Sr. Grant Pettrie, Agregado 
Agrfcola, Fmbajada de Estados Unidos en 
Guatemala. 

14:10 	a 14:15 Introducci6n. Ing. Carlos Rafael Anzueto, 
Aaociaci6n Americana de Soya, Guatemala. 

14:15 	a 15:05 Alimentos innovadores a base de soya, en el 
mercado internacional. Peter Golbitz, 
Soyatech / Asociaci6n Americana de Soya, 
Estados Unidos. 

15:15 a 15:50 Desarrollo y evaluaci6n de mezclas de mafz 

tierno (elote) y leche de soya en bebidas tipO 
atol. Dr. Ricardo Bressani, Centro do 
Investigaci6n de la Universidad del Valle de 
Guatemala, Guatemala. 

16:00 	 i 16:15 Coffee Break en el Area de Exposici6n, 
cortesfa de La Asociaci6n Americana de ia 
Soya. 

16:15 a 17:05 Uso do la proteina do soya en sistemas do 
carnes procesadas. Dr. Russ Egbert, Archer 
Daniels Midland (ADM), Estados Unidos. 

17:15 a 17:50 Protefnas do soya en bebidas, lechesyl lcteos 
procesados. Ing. Patricia Ayala, Productos 
Alimenticios Delicias / Asociaci6n 
Americana de Soya, M6xico. 

. Aflo 	6 Numero 24 

18:00 a 19:00 Periodo especial para visitar la Exposici6n 
Industrial. 19:00 Hrs. Clausura oficial de la 
Exposici6n. 

SAbado 23 de abril - 8:00 a 10:20 Hru. 

SESIONES SIMULTANEAS 

SESION No. 1 - Sal6n Maria del Rosacio: 

8:00 a 8:20 Desarrollo db una agroindustria rural 
femenina en la regi6n de Totonicapdn, 
Guatemala. Ing. Florence Tartanac, INCAP. 

8:20 a 8:40 Deshidrataci6n de la pulpa de zapote por 
procesos combinados. Carlos Pinto, 
Universidad del 	valle de Guatemala. 

8:40 a 9:00 	 Desarrollo de un alimento para nifios, a base 
de amaranto (A. Cruentos). Alma Ortfz, 

Universidad del Valle de Guatemala. 

9:00 a 9:20 Extracci6n y cuantificaci6n de las protefnas 
del grano de amaranto y fracciones fisicas 
obtenidas por molienda abrasiva y tamizado. 

Maria Ester Bdcaro, Universidad del Valle 
de Guatemala. 

9:20 a 9:40 Preparaci6r, de un concentrado proteinico y 
de aceite del g6rmen del grano de amaranto. 
Karen Wirst, Universidad del Valle de 
Guatemala. 

9:40 a 10:00 Avances y aplicaciones de ia Ingenierfa 
Gendtica de Plantas en la producci6n y 
procesamiento de Alimentos. Dr. Luis Mejfa, 
Universidad de San Carlos de Guatemala. 

10:00 a 10:20 	 Coffee Break. 

SESION No. 2 - Saldn Emperador. 

8:00 a 8:20 Films comestibles. Luz Marie Ortega, 
Universidad del Valle de Guatemala. 

8:20 a 9:00 Normas de identidad y calidad para leche de 
soya y productos derivados. Peter Golbitz, 
Soyatech / Asociaci6n Americana de Soya, 
Estados Unidos. 

9:00 a 9:40 La soya en la industria mexicana do 
alimentos. Ing. Antonio Mouret, Nutrimex, 
S.A., M6xico. 

9:40 	a 10:00 La soya en panificaci6n. Lic. Adela Pdrez 
Delgado, Asociaci6n Americana de Soya, 
Mdxico. 

10:00 a 10:20 	 Coffee Break 

BEST AVAILABLE DOCUMENT
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SESION No. 3 - Sal6n Maria del Cirmen 
10:20 a 10:40 Situaci6n de ]a carrera de Ingenieria y8:00 a 8:40 Programa de capacitaci6n continua para el Ciencia de Alimentos en Guatemala. Dr. 

personal de la industria de alimentos INCAP 	 Ricardo Bressani, Investigador Asociado, 
/ AGTA / SUSTAIN. Dr. Luis Elfas, INCAP. 	 Universidad del Valle de Guatemala. 

8:40 a 9:20 Tratamiento de aguas residuales en una 
destilerfa. Ing. Jaime Pinz6n, Gerente 10:40 a 11:00 La Universidad como formadora de 
General de Destilerfa de Alcoholes y Rones y Recursos Humanos. Ing. Hector Centeno,
Gerente General de Central de Bebidas Rector, Universidad del Valle de 
Finas, Guatemala. Guatemala. 

9:20 a 10:00 Publicidad de productos alimenticios. 11:00 a 11:20 El rol de ]a industria en la formaci6n de 
Walter Brolo, FCB Publicidad, Guatemala. Recursos Humanos. Representante de la 

10:00 a 10:20 Coffee Break. 	 Industria de Alimentos (por confirmar). 

Sibado 23 de abril - 10:20 a 13:00 Hrs. 11:20 a 11:40 Opciones acaddmicas para preparar el 
profesional de ]a Tecnoloa de Alimentos.

SESION UNICA, SALON EMPERADOR Dr. Ratil Gonzilez, Decano Facultad de CC 

MESA REDONDA; EL PAPEL DE LA UNIVERSIDAD y HH., Universidad del Valle de 

Y LA INDUSTRIA EN LA FORMACION DE Guatemala. 
PROFESIONALES DE LA TECNOLOGIA DE 11:40-13:00 Discusi6n v Conciusicnei 

ALIMENTOS PANELISTAS 1NVITADOS 
PONENCIAS: 13:00 	 Cocktail de Clausura, Corzesia 

de Aex. Ameh-a de Soya e .mIrta
dcra y Distiahbacbr lzdmlle. 

GIVAUDAN -ROURE
 
LoaderehIp In teast 

Busque el aseaoramlento profe81cnal 
en el deearrollo do sue productc,s 

allmentlcloo" 

- Vitaminas 
- Colorantee Naturales 

- Sabores 
- Condlmentos 

Produoto. Aove (Guatmwla), OA.
 
Ediflolo Las Brigsa
 

ea Ave. 7-39 mona 10, 4to Nivel, oflclna 405

PBX 318008 FAX 802-2 347828
 

Apartado Postal 32-A, Cludad, Guatemala. C.A.
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COMTE ORGANIZADOR
 
AGTA'94
 

Lic. Clark MacDonald 
...........................................
PRESIDENTE 

COORDINADOR CIENTIFICO ................ 	Dr. Ricardo Bressani 
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Ve de pgina6 

directamente desde la primera 
vez. Que se desea que asi suceda, 

1 debe ser el compromiso de los 

Gobernantes o de la Gerencia. Pero 

que se logre, es la responsabilidad 
de cada unc ie nosotros. 

queLa Gerencia y las personas 
en una Instituci6 ntrabajan 	 o 

trabajar duro,Empresa deben 
realmente duro, para mejorar gra-

16 dualmente la Calidad. 

Si el deiperdicio el mes pasado fue 
ecte mes debiera setdel 3.2%, 

16:3.1%.... oan menor. Si atendimos 
pasado, este40 reclamos el mes 

deben bajar a 39.... o afinmes 
menos. Si produje 432 piezas co-

este mes17: rrectas el mes pasado, 
correc-debo producir 433 piezas 


tas.... o a-an mds. 


Ing. Rodolfo Bressani 

Ing. Juan Antonio Busto 

Lic. Luis Alfredo Garcia 

Ing. Ana Imeri 

Ing. Beatriz Matzdorf 

Lic. Juan Carlos Morales 

Ing. Luz Marie Ortega 

La permanente insatisfacci~n con 
los logros ya alcanzados es el motor 
que hace que el proceso continmde y 

que nos permite darnos cuenta que 

afin no habfamos llegado a la meta 

final. 

6. 	 CALIDAD TOTAL NO 

TERMINA EN CASA 

Calidad Total no termina en casa. 

Es mds, casi dirfamos que comien

za fuera de nuestra casa. Tenemos 

la 	obligaci6n de "mirar hacia 

afuera". Calidad total comienza 
con nuestros proveedores. 

a nuestrosNo 	podremos brindar 
clientes un producto de calidad si 
nuestros proveedores no nos sumi-

nistran un producto de calidad. No 

podremos brindar un Servicio de 

Calidad si no recibimos un Servicio 
de Calidad de nuestros proveedo
res. 

tamestAndaresDebemos tener 
bidn para nuestros proveedores. 

Nuestra lucha debe incluir la bis

queda de un compromiso con la 

Calidad por parte de nuestros pro
proveedoresveedores. Nuestros 

deben cumplir con requisitos. 

Debemos comprender que, asf 
define lacomo nuestro cliente 

pauta respecto de la Calidad, no

sotros como cientes de nues-, 

tros proveedores les debemos 

definir la pauta respecto de hi 

calidad a nuestros provee
dores. Independientemente del 

tipo de proveedor, puede ser una 
o un?Empresa Gubernamental 
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MEJORAMOS SUS
 
PRODUCTOS
 

Con nuestras * Esencias 
* Colorantes 
• Estabilizadores 
0 Fragancias 
• Especialidades 

Le ofrecemos • Calidad 
o Entrega inmediata 
* Precios competitivos 
• Credito 
• Servicio 

Famous for flavors 
Since 1880 

SABORES COSCO DE GUATEMALA, S.A.
 
COSCO, SA.
 

6a. Ave. 6-27, Zona 4 - Tel.: 315104Oficina: 27 Ave. 33-34, Zona 12 - Tels.: 766229 - 760578 - 770852 - Fax: 766689 
Guatemala, C.A.
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Empresa del Sector Privado. Todos 
nuestros proveedores deben estar 
dispuestos a trabajar con ganas en el 
mejoramiento de la Calidad. 

Debemos calificar a nuestros provee-
dores. Debemos descalificar -si nos 
;uere eso posible- a aquellos de nues-
trosproveedoresquenocumplencon 
los requisitos, que no alcanzan los 
estAndares de Calidad que les esta-
blecimos,que no stisfacen la pauta 
que le fijamos, 


Si nuestros proveedoresno cumnpen 
y no poderos cambiarlos, deb mos 
exigirles quo cumplan, o debemos 
ayudarles a que cuplan, odebem 

quoo asistirlos paraassorarlos 
cumplan, o debemos hacerlee ver los 
problemas que nos ocasionar y, en la 
medida de lo posible, responsabili-zalo.trabajo,
zarlos, 


7. 	 A MEDIDA QUE AVANCE-
MOS NOSNOS DAREMOS CUEN- con computaci6n, con7. 	EDDA UE A CE-.vigilancia, 

TAQUENUESTROSPE 
NAL ESTiL CADA VEZ I 
SATJSFECHO Y ORGULLO-
SO. 

calidad,Es verdad. A mayor 
mayores satisfacciones, mayo-
res calificaciones, mayor orgu-
llo, mayorea retribuciones. Los 
logros alcanzados en materia de 
Calidad se materializan en menores 
costos, mayor rentabilidad, menores 
1reprocesos, monores dudas sobre 
qud hacer o dejar de hacer, menores 
irritantes demoras, menores inde-
seables 	 reclamon o devoluciones, 

defectos que nos averguen-menores 

zan, menores errores que nos fasti-
dian y nos hacen sentir incompeten-
tes, mejor servicio que nos hace sen-

Vtir felices, etc. 

i8. 	 CONQUISTEMOS TODOS 
EN NOMBRE DE LA CALI-

l11 DAD 

t Control Total de la Calidad no se 
origina en el Departamento de 
Calidad. 

-

Debe involucrar y comprometer a 
todos los Departamentos (Compras, 
Fabricaci6n, Distribuci6n, Servicios 
Administrativos, Administraci6n de 
Personal, Cobranzas, Ventas, Proce-
samiento de Datos, Mantenimiento, 

Finan-Auditorfa Interna, Cobros, 
zas, Investigaci6n, Laboratorios de 
Control, Importaciones, Exportacio-
nes). 
Calidad Total involucra a toda la 


Empresa, a todas las Gerencias y 
a todas las personas, a nuestros 

Proveedores, a nuestros Clien-
tee, a los Colegios y Universida-
des que califican a nuestro per-
sonal,alos GruposTecnicos que 
ayudan a establecer estzindares. 

con 	pro-Calidd Total tiene quove 
ductos, con sistemas y/o fornas do 

con 	promociones de yenta, 
con administraci6n en general, con 

trabajo secretarial, con servicios de 

servicios de luz, con correo, con teld-
fonos, con comunicaciones, con pla-
neaci6n,con la forma en quearchiva-
mos, etc. 

seControl 	Total de IsCalidad no 

refiere s6lo a Productos yProcesos. 
Debe referirse a instalaciones 
fisicas, a equipos, a materiales, a 
sistemas, procesos y mdtodos, a 
servicios, a cultura organizacio-
nal, etc. 

Se requiere una participacidn 
gerencial activa. Es recomendable 
reunirse por lo menos semanalmen-
te, comenzar preguntndose qud 

debemos hacer en nombre de la cali-

*fee$ Afto6 Nmero 24 

9. 	 LA CALIDAD ES UN PROCE-
SO, NO UN PROGRAMA. 

4,Cudndo habremos alcanzado la 
Calidad Total? 

Control Total de la Calidad casi se 
podrfa decir qu. es un proceso sin 
fin. Control Total de la Calidad es 
un proceso que se desarrolla en 
aflos de trabajo duro. 

Si es as, Lqud esperamos para co
menzar ya?. El camino mis largo 
conienza con el primer paso. Si ya 
hemos comenzado, estamos conti
nuando en la bdsqueda del mejora
miento de la Calidad? 

10. CALIDAD TOTAL ES SLNO-
NIMO, TOTAL YABSOLUTA-
MENTE,DE SATISFACCI6N
TOTAL. 

Satisfacci6n Total en relaci6n conne 	rsCi 
nuestros Clientes, pero tambidn 

Satisfacci6n Total en relaci6n con 
nuestro Personal, y Satisfacci6n 
Total por parte de nuestros Provee
dores, Accionistas, Gobierno, en fin, 
todos.
 

Calidad Total generalmente comien. 
za con acciones correctivas, corr 
giendo errores y costos excesivos. 

Calidad Total generalmente conti 
ntia previniendo errores, insatisfa, 
ciones, costos excesivos. 

Pero, sodesarrola con acciones crea
tiare Iespensa enpoegre 

miedo aImbi ete, mejorar la calida 

de vida, 	cuidar la higiene y salubri 

dad, y continuar reunidndonos y dad, mejorar las condiciones labors 
trabajando regularr.ente, sin pau-
sa. Siempre hay una mejor manera 
de hacer las cosas. recorddmoslo. 

Es recomendable contar con pro

gramas originales a todo lo largo
de la implementaci6n del proceso de 
Control Total de la Calidad (empe-
zando con el primer "Programa Ori-
ginal" al comenzar el proceso). 

lea de los trabajadores, trabajar ei 
grupo para brindar mejore 
servicios, mejorar los servicio 

pfiblicos.
 

Puede requeric de nuevas tecnolc 
gias, o de innovaciones tecnol6gica i 
o de programas integrales d 
reconversi6n. 

Conthua en pdg-ia I 
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"SEQUIMTEC", S. Q. T., s.a.
 

Sustancias Activas, Tensoactivas,
 
Aditivos, Esencias, Drogas
 

llEnvases de Vidrio para uso
 
Cosmetico y Farmac6utico,
 

Reactivos, Equipo Analitico y
 
Maquinaria en General!!
 

7a. Ave. 12-23, Zona 9, Plazuela Espafia,
 
Edif. Etisa 2o. Nivel, Of-3E.
 

Tels.: 312246 - 343512 - 325825; - Fax: 34351,
 

Tx 6051 SQT GU.
 
Apt. Postal 587-A, 01909.
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LQUE ES AGTA?
 
La Asociaci6n Guatemalteca do 

Tecnd!ogos en Alimentoe (AGTA), es una 
entidad privada, cientfflco.tecnol6gica, 
cultural y educativa, no lucrativa, 
apolftica, no religiosa. Agrupa tanto a 
profosionales coma a personas quo
trabajan en ]a industria alimenticia y par 
supuesto a estudiantes de lasramas afines 
ala misma. 

Fue fundada on octubre do 1987 par
profesionales quo trabajan en ia industria 
alimenticia, qua vieron ]a necesidad de 
profesionalizar a la industria, c6mo 
adelantarel desarrolloindustrialyt4cnico 
do nuestro pafs anel Area de a Ciencia y
Tecnologfa de Alimentos" trayendo como 
consecuenciaelmejoranhentodelacalidad 
dolosaliments;siondoalafecha, ]a dnica 
asociacin guatemaltecaqueagrupaaeste 
gremio de profesionales. Goza de 
persaonalidadjurfdica desde el 13 de agosto
do 1991 y cuenta a la fecha con 150 socios 
individuales y 15 empresas asociadas. 

AGTAasuvezseencuentraafiliada 
al "Institute of Food Technologist (IFT) do 
los E.E.U.U. y a ]a Asociaci6n Latino. 
americana y del Caribe de Ciencia y 
Tecnologfa de Alimentos. (ALCCTA). 

Entre los principales objetivos de 
AGTA so encuentran los siguientes: (a)
Elevarel nivel deconocimientoscientfficoo 
y tecnol6gicos de los profesionales 
relacionadoeconlaindustriadealimentoe; 
(b) Estimular el intercambio de 
informaci6n e ideas relacionadas con lao 
Ciencias y Tecnologfa de Alimentoo, asl 
coma la colaboraci6n tcnico cientffica 
entre lao sectores involucrados, mediante 
la organizaci6n peri6dica de seminarios y 
conferencias; (c)Proveor y difundir las in-
vestigacionesenlaCienciayTecnologfade 
Alimentos; y, (d) Operar como organismo
do opini6n y asesorfa en materias 
relacionadasconlaCienciayTecnologfade 
Alimentos. 

AGTA, edita bimensualmente ]a
revista informativa de ]a Asociaci6n, con 
noticias ciantfficas y tecnol6gicas de 
iniportancia on la Industria de Alimentos 
del pals y del drea de Centro America, asf 
comoeventosarealizarseonel dmbitodela 
Ciencia y Tacnologfa do Alimentos. La 
Revista acepta para ou publicaci6n
articulos relevantes a esta drea de ]a 
ciencia y publica ademds gratuitamente, 
noticias y empleos disponibles y eventos de 

COLTEC n
 

otras asociaciones aimilares. La revista se 
distribuye a] personal do la Industria 
Alimentaria do Guatemala, El Salvador, 
Honduras, NicaragIa, Costa Rica y 
Panamd. 

Actualmente AGTA estA organi. 
zando el Segundo Congreso de la Industria 
de Alimentos -AGTA 94-, a realizarse del 
20 al 23 de abril do 1994 en el Hotel "El 
Dorado'. Todo so encuentra listo para quo 
por segunda vez en Guatemala se den cita 
industriales y empresarios, t~cnicoe y pro
fesionales, cientfficoo y estudiantes, pro
veedores a interesados del fascinante 
mundo de los alimentos. El rete lo tom6 
AGTA en 1992, sin embargo, el 
compromiso es de todos los que estamos 
empefiados en producir alimentos en 
cantidad suficiente y de calidad 6ptima 
para la poblaci6n guatemalteca. 

Si desea mayor informaci6n sobre 
coma asociarse a AGTA, bdisquenos en el 
stand ngimero 1, solicftela al Apartado 
Postal 8F 01910, Guatemala, Guatemala, 
a con el Lic. Luis Alfredo Garcfa, actual 
President de ]a Asociaci6n, al teldfono: 
562222 

CON CALIDAD Y DEDICACION AL SERVICIO DE LA INDUSTRIA
 
PANIFICADORA.
 

NUESTRO COMPROMISO ES PRODUCIR Y DISTRIBUIR LEVADURA, POLVO
 
DE HORNEAR, EMULSIFICANTES Y PRESERVANTES BAJO LA CALIDAD
 
COLTECCON 
NUESTRAS MARCAS FREEMAN Y LA ESPAROLA.
 

12 CALLE 14-01, ZONA I - TELEFONOS: 28442, 28443 - FAX: (502 - 2) 692711 - GUATEMALA, GUATEMALA, C.A 
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En fin, Calidad Total es una 
Cultura. Calidad Total es un esti-
lo de vida. 

En la medida que todos vivamos 
reclamando Calidad Total, trabaja-
remos todos por comprometernos 
cada dfa mAs con la Calidad y logra-
remos un mejor estilo de vida. 

CALIDAD TOTAL POR 

TODOS ES SINONIMO DE SA-


TISFACCION TOTAL PARA 

TODOS. 


RESUMEN 

Qu6 le parece este anuncio a colocar 

en todos los rincones de su Empresa 
Institucidn? 

En esta Empresa 
(o Instituci6n) 

" 	 Tenemos un compromiso con la 
Calidad y requerimos que todos 
tengamos un compromiso con la 
Calidad. 

Entendemos todo1 Qud es la 
Calidad?. Sabemos que usted se-
5ior Cliente nos puede ayudar, 
demanddndonos cada vez mAs 
Calidad, y sabemos que nosotros 

podemos ayudar a nuestros pro- [ 
veedores demanddndoles m6s 
Calidad. 

Pero tambidn sabemos que todos 
seremos reconocidos mA8, cuanta 
mayor Calidad logremos. Sabe-
mos que la Calidad es gratis. Es 
gratis teniendo en cuenta los 
enormes beneficios que se deri-
van de un serio y responsable 
proceso de Control Total de la 
Calidad. Es gratis para nosotros. 

Es gratis para usted, seftor pro-
veedor. Tambi~n serA gratis para 
usted, sefior cliente. 

Nosotros conquistaremos en 

nombre de la Calidad. reconoce-
mos que ctimpliremos nosotros, 

nuestro personal y nuestros pro-

veedores, con los cada ve. ..iayo-

res requisitos de Calidad. Impli-


carA el proceso de tenet que traba-
jar con ganas, por mucho tiempo 
en el futuro, y estamos dispuestos 
a continuar trabajando duro y re-
clamando duro el mejoramiento 
de la Calidad. 

CALIDAD TOTAL POR TO-
DOS es sin6nimo de SATISFAC-
CION TOTAL PARA TODOS. 

EMPRESA PANAMERA DESEA CONTRATAR PARA TRABAJAR EN 
PANAMA A. Ing. Tecn6logo en Alimentos con especializaci6n on Productos 
LActeos o Ingeniero Mecdnico con experiencia en Industria de Productos 
Ldcteos. Experiencia: Mfnimo 2 aflos de experiencia en Ia Industria 
Procesadora de Productos Ldcteos. Conocimientos amplios de los conceptos de 
Calidad Total y manejo de personal. Espailol e Inglds indispensable. 
Salario: Segdn aptitudes. 
Favor dirigir su Curricula a 

Ing. Luis E. Reyes 
Gexpront/Fecaexca / Bid 

Ruts 6,9-21 Zona 4 
Edif. Cdmara de Industria 6o. Nivel 

Guatemala. 
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Publicacl6n Trimestral de la
 
Asociaci6n Guatenalteca de
 

Tecn6logos en Allmentos, Apartado
 
Postal 8F, 01910 Guatemala.
 

Tlmaje 600 ejemplares.
 

JUNTA DIRECTIVAdente: 
Luis Alfredo Garcia Vela 

Vlce-Presidente:
 
Daniel E. Castllo Rodriguez
secretaria: 

Maria Ester Bucaro Segura
 
Tesorero:
 

Maynor Afredo Ord6itez GuUtrr=
 
Vocal Primero:
 

Carlos Rafael Anzueto Solares
 
Vocal Segundo:
 

Mildred E. Torres 0.
 
Vocal Tercero: 

Javier Fernindez Schwank 

STAFF
 
Director de Mercadeo y Eventom
 

Juan Carlos Morales Marcucci 
Secretaria: 

Nazly de VAsquez 
CONSEJO EDITORIAL 

Luis Alfredo Garcia Vela 
Editor Clentinco 

Maria Ester Bucaro Segura 
Diagramaci6a 

Juan Carlos Morales Marcucci 
Publicidad 

Nazly de VAsquez 
LEVANTADO DE TEXTO8 

Laser Grddicas -29287 
ndPMSON 

SERVI-IMPRESOS 

Par anunciarse en esta Revista,
 

comuniquese con Maria Ester Bicaro
 
Segura al Telefono y Fax: (502-2)
 
337024 o al Apartado Postal 8F,
 

01910, Guatemala.
 

AGTA es afilada al Institute of Food 
Technologists (IFI y a la Asociaci6n
 

Latinoarnericana y del Caribe de
 
Ciencia y Tcnologla en Alimentos
 

CCT. 

Se autoriza la reproducci6n total o 
parcial de los articulos de esta 

Revista, slempre que se cite la fuente 
y se envie un ejemplar de la 

publicaci6n que lo contiene. Se 
exceptaan los articulos en que se 

indique expresamente lo contrarlo. 

Las opinlones vertidas en los articulos 
no reflejan necesarixnente La opini6n 

de AGTA. 
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Abril 13 - 16 XXV Congreso Naclonal de Clencia y Tecnologfa de Alimentos, Acapulco 
Guerrero, M6xico. Info. Asociaci6n Nacional de Tecn6logos en Alimentos de 
Mdxico, A.C., Mardel Norte No. 5, Col. San Alvaro, Del. Azcapotzalco, 02090 
Mdxico, D.F., Mdxico. Tel.: 525-514-0531, FAX: 525-514-0691. 

Abril 20-23 II Congreso Nacional de la Industria Alimentaria y Exposici6n 
Industrial, AGTA 94. Hotel El Dorado, Guatemala. Info. AGTA, 5a. Ave. 15-45, 
Zona 10, Torre I, Oficina 304, Tel. y Fax: 502-233-7024. 

Mayo 15 - 18 37th Annual Conference of the Canadian Institute of Food Science and 
Technology, Vancouver, B.C, Canadd. Info. Michelle Morfitt, CIFST 
Registration, 3155 Willingdon Green, Burnaby, B.C., CanadA V5G 4P2. Tel. 604
666-1213, Fax: 604-666-3149. 

Junio 25 - 29 IFT Annual Meeting, Atlanta. Info. Daniel Weber, Institute 
Technologists, 221 N. La Salle St., Chicago, Illinois USA 60601. 

of Food 

Julio 8- 15 Rapid Methods and Automation in Microbiology XIV, Kansas State 
University, Division of Continuing Education-Registration, KSU, 141 
College Court Building, Manhattan, KS 66506-6015. Tel.: 913-532-5566, Fax: 913
535-5637. 
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Anuncle aqul sum eventos gratisl
 
Envienos informacifn a:
 

Eventos Revista AGTA, Apartado Postal 8F,
 
Tel y Fax: (502-2) 337024 Guatemala 01919,
 

Guatemala, Centro America.
 

(AGTA se reserva el derecho de publicacl6n de eventos de terceros).
 



Senor fabricante, transportista
 
yex endedor de alimentos:


mDele a sus
 
productos Calidad
total h ig ienica
 
•I 

PRODUCTOS QUIMICOS
 
INVESTIGACION,
 

ASESORIA,
 
SISTEMAS Y EQUIPOS.
 

TODO PARA LA LIMPIEZA
 
Y SANITIZACION
 

LABORATORIO ZOOM, S.A.Planta: 17 Calle "A"34-30, Z. 5. Ventas: Novicentro Z. 5, Local 34. Tels. 350757 - 350313 (FAX)FAX) 



Lo extraordinario es nuestra especialitdad 

Creativiclad es otro l. r() 

que nuestroS clienltes -f.,1 IJI 

- su asociado para aromas y extractosFlachsmann 
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TO: Liz Turner AT: SUSTAIN DATE: May 24, 1994
 

FROM: Mary Wagner AT: GORTON'S CC: S. Warhover
 

SUBJECT: MISSION REPORT - USAID (GUATEMALA CITY, GUATEMALA)
 

REFERENCE: AGTA Conference
 

There following is a report from my trip to Guatemala City,

Guatemala on April 20th through April 23rd, 1994, in which
 
I was a speaker at the AGTA Conference.
 

The purpose of my trip was to address the attendees of the
 
conference on the subject of Total Quality Management

(Attachment 1), as well as meet with individuals representing

various companies on subjects ranging from Total Quality to
 
HACCP (Attachment 2). I have attached a copy of my slides for
 
your information and records, in case you may want to use them
 
in the future (Attachment 3).
 

Site Visits/Individual Sessions
 

INCAP
 

Dr. Luiz Elias (Attachment 4) was my host during my visit
 
to INCAP. Among our discussion points was Dr. Elias's
 
view on how INCAP needed to evolve over the next few years,

in order to meet international and local needs. Among the
 
most focused needs expressed:
 

1. Training
 

Dr. Elias suggested that 2-3 day short courses offered
 
to participants from Central America covering such topics
 
as QC (HACCP), sensory analysis, GMP's or baked goods,

would be invaluable to the region. We discussed level of
 
interest for those subjects and the potential attendance
 
(he felt 25 would be possible at each). He also expressed

enthusiasm for the success of such short courses, especially
 
with the new awareness of NAFTA.
 

BEST AVAILABLE DOCUMENT 
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Mary Wagner - MISSION REPORT - USAID (GUATEMALA CITY, GUATEMALA)
 

INCAP - continued
 

2. Lab Services
 

Dr. Elias and I spent quite a while discussing the needs by
 
industry for a good analytical laboratory. We toured the
 
facilities so that he could show me theirequipment, or lack
 
thereof. I totally agree with Dr. Elias on the need for
 
reliable services from the industrial perspective and
 
offered to follow-up on his requests for assay information,
 
as well as fund raising suggestions.
 

3. Technical Assistance
 

Dr. Elias believes that another valuable roll for INCAP in the
 
future would be to assist industry in developing or improving
 
products. Their pilot plant appeared well equipped for research
 
(wet products), but could still use equipment for dry processing,
 
etc. We discussed the possibility of soliciting U.S. industry
 
used equipment, with INCAP paying for shipment to Central America.
 

Dr. Elias and I spent a good amount of time discussing industrial
 
needs and potential avenues for funding INCAP projects. I agreed
 
to follow up with examples of fundraising campaigns and suggested
 
we coordinate at IFT in Atlanta to discuss methods of fundraising.
 

Dr. Jorge Zuniga (Food Analyst) and I met during my tour with
 
Dr. Elias and discussed methodology for dietary fiber. I agreed
 
to put him in touch with Dr. John Devries (General Mills, Inc.)
 
to discuss proper methodology. Several questions surrounding the
 
NLEA Regulations were discussed. I informed Dr. Ziniga that I
 
would follow up with information summarizing the NLEA and methods
 
required for compliance.
 

Dr. Roberto Benavides (Manager for Analytical Lab) and I discussed
 
fast methods for Vitamin A analysis in foods. I also agreed to
 
follow up with procedures which will assist them in their analysis.
 

Overall, my impression of INCAP after my brief visit was that there
 
is a high level of enthusiasm for training, service and technical
 
assistance programs which could benefit Central America. My
 
recommendation for future involvement with Sustain would be to offer
 
INCAP individuals information which would provide appropriate training
 
opportunities. Sustain could also provide expertise in assisting
 
in set up and management of an analytical testing facility. Finally,
 
Sustain could very easily offer technical assistance in some of the
 
pilot plant efforts or consultations which iNCAP currently offers.
 
All of these recommendations require funding and time from
 
volunteers. I do not foresee any issues with getting volunteers,
 
but funding may be more difficult.
 

/49L i 
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Mary Wagner - MISSION REPORT - USAID (GUATEMALA CITY, GUATEMALA)
 

Site Visits/Individual Sessions - continued
 

ALIMENTOS KERN DE GUATEMALA
 

Due to traffic problems, we were not able to visit Kern's on April

22, but instead met at the Conference Center to discuss various
 
aspects to implementing a TQM program in their company. The individuals
 
I met included Guillermo Solorzano (Microbiologist), Victor Blanco (Raw

Materials) and Maynor Ordonez (QC Manager) (Attachment 4). The Kerns
 
facilities process various vegetables (peas, beans, corn, etc.) year

round. They were interested in implementing a TQM program which would
 
be recognized and followed by all plant individuals, from line workers
 
to foremen. Several of their questions and much of our discussion
 
concerned how to implement programs, reward systems, cooperative efforts,
 
etc. 
 My advice for Kerns was to train as many individuals in quality,
 
as possible, but not to try and do eve!rything the first year.
 

FOREMOST DAIRIES
 

I met with Martha Leticia Almengor (Attachment 4) concerning labor
 
issues involving quality in there ice-cream plant. Apparently they
 
are having problems with contamination in pop cycle production. I
 
suggested that she complete job descriptions for key positions and
 
fill those positions with individuals fitting those requirements.

I informed her that I would follow up with examples of job descriptions

which she might find useful.
 

GEXPRONT
 

Emilio Bauer (Attachment 4) works for a seafood company which
 
currently is investigating getting into the shrimp business. Though

the competition in Guatemala consists of 2 other shrimp companies

who hold the licenses to process shrimp, Emilio's company is trying

to acquire some share in the business. His biggest interest in
 
talking with me was to find out about his companies potential to
 
co-pack for companies in the U.S., such as Gorton's or RE- Lobster.
 
I informed him that I would pass his name onto other General Mills
 
buyers.
 

McDONALD'S
 

Jorge Menendez (Attachment 4) from McDonald's and I met to discuss
 
ideas for implementation of a frozen food processing line within
 
an already existing plant. Basically, we discussed the "how to" of
 
getting a good idea bought by big business. Jorge is currently

trying to produce frozen McDonald's pies for resale in other outlets,

such as Club stores. My suggestion to Jorge was to try and find a
 
solution to the frozen distribution drawback in Guatemala and to
 
consider Mexico or the U.S. as potential sales points for his
 
product.
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Mary Wagner - MISSION REPORT - USAID (GUATEMALA CITY, GUATEMALA)
 

SUMMARY
 

My overall impression of my visit and presentation at the AGTA Conference
 
was that the individuals of Guatemala are extremely enthusiastic and
 
interested in obtaining information and guidance in their efforts to
 
break into new and existing markets. My time was well spent and I would
 
be very willing to help out in any way possible in the future.
 

Thank you!
 

WAG2094
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PROGRAMA DE CONFERENCIAS
 
II CONGRESO NACIONAL DE LA INDUSTRIA ALIMENTARIA Y
 

EXPOSICION INDUSTRIAL - AGTA'94-

LESTAMOS PREPARADOS PARA COMPETIR?
 

Hotel El Dorado, Guatemala 20 - 23 Abril de 1994.
 

Mircoles 20 de abrll - 19:00 Hrs. 

CEREMONIA INAUGURAL Y 
CONFERENCIA INATGURAL 

del Sr. Anthony Adams, Director de Glo;;al Marketing
 
Information para The Coca Cola Company. 


Tema: Mercadeo Global; un reto para ]a Industria de 

Alimentos. 


INAUGU.ACION DE LA EXPOSICI6N INDUSTRIAL
 
Y COCKTAIL INAUGURAL 


Cortesfa de Alimentos Kern de Guatemala. 

Bebidas cortesfa de Importadora y Distribuidora Izabelle. 


Jueves 21 de abril - 8:00 a 12:30 Hrs.
 

SIMPOSIUM: LOS RETOS DE LA GLOBALIZACI6N 

Y LA APERTURA DE MERCADOS. 


8:00 a 8:35 La industria guatemalteca ante ]a 
globalizaci6n y apertura de mercados; 
invasi6n de productos Vrs. oportunidades 
para nuestros productos. Lic. Jos6 Orive, 
representante permanente de Guatemala 
para la incorporaci6n de Centro America al' 
TLC Norteamericano, Guatemala. 

8:40 	a 9:25 Efectos de la globalizaci6n y Tratados de 
Libre Comercio en ]a Industria Nacional de 
Alimentos. Ing. Eduardo Sperisen, Director 
Ejecutivo, C~mara de Industrie de 

Guatemala, Guatemala. 

9:30 a 10:10 Estudio de un caso: Competitividad de ]as 
empresas centroamericanas fabricantes de 
jugos y n6ctares. Estudio patrocinado por 
BID, FEDEPRICAP Y GEXPRONT. Ing. 
Luis E. Reyes, Guatemala. 

10:15 a 10:35 Coffee Break cortesfa de THE QUAKER 
OATS, Co., en el 6rea de Exposici6n. 

10:35 	a 11:05 Respuesta de ]a Industria Nacional de 
Alimentos ante la apertura de mercados. Sr. 
Jorge Luis Cabrera, Gerente de Mercadeo, 
Fbrica de Productos PETER PAN, 
Guatemala. 

11:10 a 12:00 Mesa Redonda: LEstamos preparados para 
competir?. Participantes: Lic. Josd Orive, 
Ing. Eduardo Sperisen, Ing. Luis Reyes, Sr. 
Jorge Luis Cabrera y Anthony Adams. 
Moderador. Lic. Clark MacDonald, AGTA. 

12:00 	a 13:00 Perfodo especial para visitar ]a Exposici6n 
Industrial. 

Jueves 21 de abril - 14:00 a 17:45 Hrs.
 

SIMPOSIUM: CALIDAD TOTAL EN LA INDUSTRIA
 

14:00 a 14:45 

14:45 a 15:25 

15:25 a 16:10 

16:10 a 16:30 

16:30 a 17:05 

17:05 A 17:45 

17:45 a 19:00 

DE ALIMENTOS. 

ZQu6 es Calidad Total?; su filosofla, Bus 
m6todos. Dr. Jorge Arturo Prez Monge. 
Entrenamiento para ]a Calidad /E.P.C./ 
P6rez Munge y Asociados, Puebla, M6xico. 

Sistema de control de puntos crfticos 
(HACCP) en la Industria de Alimentos. 
Damian Gabis, Director Ejecutivo de Silliker 
Laboratories Group, Inc., Estados Unidos. 

jC6mo implementar un Programa de 
Calidad Total en una Industria de 
Alimentos?. Dra. Mary Wagner, Directora de 
Investigaci6n y Desarrollo, Calidad y 
Operaciones Regulatorias de Gorton's 
Divisi6n de General Mills, Inc., Estados 
Unidos. 

Coffee Break en el drea de Exposici6n. 

Experiencias en la Industria Nacional de 

Alimentos, en la implemntaci6n deo 
Programas do Calidad Total. Ing. Sergio 
Total de Licorera La Nacional, Guatemala. 

Foro de discusi6n: ZEstamos preparados 

para la Calidad Tptal en la Industria 
Nacional de Alimentos?. Participantes: Dr. 
Jorge Pdrez Monge, Ing. Sergio Morales, 
Dra. Mary Wagner, y Dr. Damien Gabis. 
Moderador. Ing. Rolando Gfilvez, AGTA. 

Perfodo especial para visitar la Exposici6n 
Industrial en el Sal6n Los Reyes. 

Viernes 22 de abril - 8:00 a 12:30 Hrs. 

TEMAS DE ESPECIAL INTERES PARA LA
 
INDUSTRIA ALMENTARIA
 

8:00 a 8:40 Normas ambientales y conciencia ambienta
lista: ZC6mo afectar6n a la Industria do Ali
mentos?. Lic. Jorge Cabrera, Director Ejecu
tivo, Comisi6n Controamericana de Arnbien
to y Desarrollo, Guatemala. 

(Contintaen pgina 12) 
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18:00 a 19:00 Periodo especial para visitar la Exposici6n 
Industrial. 19:00 Hrs. Clausura oficial de la 
Exposici6n. 

S4bado 23 de abril - 8:00 a 10:20 Hrs. 

SESIONES SIMULTANEAS 

SESION No. 1 - Sal6n Maria del Rosario: 

8:00 a 8:20 Desarrollo de una agroindustria rural 
femenina en Ia regi6n de Totonicapdn, 
Guatemala. Ing. Florence Tartanac, INCAP. 

8:20 a 8:40 Deshidrataci6n de a pulpa de zapote par 
procesos combinados. Carlos Pinto, 
Universidad del valle de Guatemala. 

8:40 a 9:00 Desarrollo de un alimento para nifios, a base 
de amaranto (A. Cruentos). Alma Ortiz, 

Univeraidad del Valle de Guatemala. 

9:00 a 9:20 Extracci6n y cuantificaci6n de las protefnas 
del grano de amaranto y fracciones ftsicas 
obtenidas par molienda abrasiva y tamizado. 
Maria Ester Bdcaro, Universidad del Valle 
de Guatemala. 

9:20 a 9:40 Preparaci6n de un concentrado protefnico y
de aceite del g6rmen del grano de amaranto. 
Karen Wirst, Universidad del Valle de 
Guatemala. 

9:40 a 10:00 Avances y aplicaciones de la Ingenieria 
Gen6tica de Plantas en la producci6n y 

procesamiento de Alimentos. Dr. Luis Mejfa,
Universidad de San Carlos de Guatemala. 

10:00 a 10:20 Coffee Break. 

SESION No. 2 -Saldn Emperador: 

8:00 a 8:20 Films comestibles. Luz Marie Ortega, 
Universidad del Valle de Guatemala. 

8:20 a 9:00 Normas de identidad y calidad para leche de 
soya y productos derivados. Peter Golbitz,
Soyatech / Asociaci6n Americana de Soya, 
Estados Unidos. 

9:00 a 9:40 La soya en Ia industria mexicana de
alimentos. Ing. Antonio Mouret, Nutrimex, 
S.A., M6xico. 

9:40 a 10:00 La soya en panificaci6n. Lic. Adela Perez
Delgado, Asociaci6n Americana de Soya, 
M6xico. 

10:00 a 10:20 Coffee Break 

8:45 a 9:25 

9:30 a 10:10 

10:15 a 10:35 

10:35 a 11:10 

11:15 a 11:55 

12:00 a 13:00 

Residuos de pesticidas en alimentos 
procesadoe: Una barrera para ]a exportaci6n 
de productos a Estados Unidos. Christine 
Chaisson, Directora, Technical Asesment 
Systems Inc., Estados Unidos. 

-
Aplicaciones de la biotecnologa oe, ia 
Industria de Alimentos Ing. Franc sco 
Calzada, ICAITI, Guatemala. 

Coffee Break en el Area de Exposici6n. 

Nuevos productos alimenticios fabricados en 
Guatemala. Ing. Rodolfo Brossani, AGTA, 

Tendencias del mercado mundial de 
productos alimenticios. Douglas Guimaraes 
Universal Flavors, Guatemala. 

Perfodo especial para visitar ]a Exposici6n 
Industrial. 

Viernes 22 de abril - 14:00 a 17:30 Hrs. 


SIMPOSIUM: SOYA PARA LA INDUSTRIA DE 


14:00 a 14:10 


14:10 a 14:15 

14:15 a 15:05 

15:15 a 15:50 

16:00 a 16:15 

16:15 a 17:05 

17:15 a 17:50 

AJJMENTOS 

Inauguraci6n. Sr. Grant Pettrie, Agregado 
Agricola, Fmbajada de Estados Unidos en 
Guatemala. 

Introducci6n. Ing. Carlos Rafael Anzueto, 
Asocipci6n Americana de Soya, Guatemala. 

Alimentos innovadores a base de soya, en el 
mercado internacional. Peter Golbitz, 
Soyatech / Asociaci6n Americana de Soya, 
Estados Unidos. 

Desarrollo y evaluaci6n de mezclas de mafz 

tiemo (elote) y leche de soya en bebidas tipo 
atol. Dr. Ricardo Bressani, Centro de 
Investigaci6n de ]a Universidad del Valle de 
Guatemala, Guatemala. 

Coffee Break en el Area de Exposici6n, 
cortesfa de La Asociaci6n Americana de ]a 
Soya. 

Uso de ]a protefna de soya en sistemas de 
carnes procesadas. Dr. Russ Egbert, Archer 
Daniels Midland (ADM), Estados Unidos. 

Protefnas de soya en bebidas, lechesylActeos 
procesados. Ing. Patricia Ayala, Productos 
Alimenticios Delicias / Asociaci6n 
Americana de Soya, Mdxico. 
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SESION No. 3 - Sal6n Maria del Cirmen 

10:20 a 10:40 	 Situaci6n de ]a carrera de Ingenieria y
8:00 a 8:40 Programa de capacitaci6n continua para el Ciencia de Alimentos en Guatemala. Dr. 

personal de ]a industria de alimentos INCAP Ricardo Bressani, Investigador Asociado, 
/ AGTA / SUSTAIN. Dr. Luis Elfaa, INCAP. Universidad del Valle de Guatemala. 

8:40 a 	9:20 Tratamiento de aguas residuales en una 
destilerfa. Ing. Jaime Pinz6n, Gerente 10:40 a 11:00 La Universidad como formadora de 
General de Destilerfa de Alcoholes y Rones y Recursos Humanos. Ing. 1-lector Centeno, 
Gerente General dc Central de Bebidas Rector, Universidad del Valle de 
Finas, Guatemala. Guatemala. 

9:20 	a 10:00 Publicidad de productos alimenticios. 11:00 a 11:20 El rol de ]a industria en la formaci6n de 
Walter Brolo, FCB Publicidad, Guatemala. Recursos lumanos. Representante di la 

10:00 a 10:20 	 Coffee Break. Industria de Alimentos (por confirmar). 

Sdbado 23 de abril - 10:20 a 13:00 fIrs. 11:20 a 11:40 Opciones acad~micas para preparar el 
profesional de la Tecnologia de Alimentos. 

SESION UNICA, SALON EMPERADOR Dr. Radl GonzAlez, Decano Facultad de CC 
y HH., Universidad del Valle do
Guatemala.MESA REDONDA- EL PAPEL DE LA UNIVERSIDAD 

Y LA INDUSTRIA EN LA FORMACION DE 

PROFESIONALES DE LA TECNOLOGIA DE 11:40-13:00 Discusi6n y Conclusiones 

ALIMENTOS PANELISTAS INVITADOS 
PONENCIAS: 13:00 Cocktail de Clausura, Cortesia 

de Acc. ATericna de Soya e Inp rta
dcra y Distrihibzra ITzbelk. 

GIVAUDAN -ROURE
 
Leaderahlp In faste 

"Busque el asesoramlento profeslonal 

en el desarrollo de sus productos 
alimenticlos' 

- Vitamlnas 
- Colorantes Naturales 

- Sabores 
- Condimentos 

Produotoo Rooht (Guatemala), 6.A 
Ediflolo Lao Brleaa
 

Oa Ave. 7-39 zone 10, 4to Nivel, Oflclna 405
 
PBX 318885 FAX 602-2 347528
 

Apartado Postal 32-A, Cludad, Guatemala. C.A.
 



ATTACHMENT 2 

Hostess: 
DR. MARY WAGNER 

L-, n-Ses (Tel. 
'Jcal N1tooet L~i-9icS 

a) 
9L3 2.2 31f 

ScEDULE. 

DAY TIME ACTIVITY 

20 ARRIVAL 

21 09:00 -12:00 INCAP. Dr. Luiz Elias 

21 Afternoon Conference at Congress 

22 Morning Open Sessions with Participants at 
Congress 

22 14:00 - 17:00 ALIMENTOS KERN DE GUATEMALA, Maynor 
Ord6fiez 

23 07:15 DEPARTURE 

HOTEL STOFFELLA - Tel.391878 -FAX 310823
 

2a. Av, 12-28, zona 10
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Small details can lead to serious
 
consequences 

,,,s .,. . . ... ... . ... ..
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-.27 ;. o 
... . .... 

"IT WASN T MY FAULT, SIR.. LADY
 
JUST HAPPENED, TO SAY THE SECRET
 

ATTACK CODE WORDS NICE DOGGY"
 



WHY TOTAL QUALITY
 

MANAGEMENT
 

e "NOTHING ELSE MATCHES QUALITY AS
 
A BUSINESS OPPORTUNITY." P. TOWNSEND
 

e "IT'S A GOOD BUSINESS DECISION -
IT MAKES MONEY." P. TOWNSEND 

o "IT'S HOW YOU RUN A SUCCESSFUL
 
BUSINESS ENTITY 
 D. KEARNS
 

o 	"IT'S A DEVASTING COMPETITIVE
 
WEAPON." 
 WESTINGHOUSE
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THE UNDERSTANDING
 

* Quality Is Free. 

* What Costs Money Are The "Unquality" 
Things-Things Not Done Right The 
First Time. 

* Cost For "Unquality Things" 
Approximately 20% Of Sales Dollars. 

Phil Crosby 



EXAMPLES OF
 

"UNQUALITY" PERFORMANCE 
" Miswiring Of Boeing Airliners. 

" Auti..mbile Recalls To Repair Defects. 

" Kodak 10 Year Battery That Worft Last 
10 Years. 

" Pratt &Whitney's Failure To Provide 
Spare Parts For Jet Engines In A Timely 
Fashion. 

* Poorly Manufactured Seafood Blocks?...
 



The Profile of A Quality 	Troubled Company 
That's Us Some We're Not

Characteristic All The Way Is True Like That 
- Our services and/or products normally con

* 	 tain waivers, deviations and other ways of
 
not conforming to requirements.
 

2We have a "fix it" oriented field and/or
 
2o dealer organization.
 

o 	 Our employees do not know what manage3* ment wants from them concerning quality.
 

A Management does not know what the price
4 of nonconformance really is.
 

S Management feels quality is a problem that is

tP* caused by something other than management
 

action.
 

Point count conditions: 	 5 POINTS 3 	 POINTS 1 POINT 
21-25 Critical. Needs intensive care immediately. 
16-20 Guarded. Needs life support system hookup. 
11-15 Resting. Needs medication and attention.
 
6-10 Healing. Needs 
 regular chek-up. 
6 	 Whole. Needs counseling. 

01.F84 Philip Crosby Associates. Inc. 
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ERRONEOUS ASSUMPTIONS
 
ABOUT QUALITY
 

1. 	 Quality means goodness. 

2. 	 Quality is intangible and therefore not 
measurable. 

3. The third erroneous assumption is that
 
there is an "economics" of quality.
 

4. 	Problems of quality are originated by 
the workers. 



TRADITIONAL
MANAGEMENT'S 

VIEW OF QUALITY
 

Goodness Excellence 

Elegance Optimum 

Beauty Brightness 

Luxury Dignity 

Size Customer 
Satisfaction 

BEST AVAILABLE DOCUME,,_,NT 



TOTAL QUALITY AWARENESS
 

EDUCATION
 

PURPOSE
 

"'To provide Gorton's employees with
 
a common understanding of the Total
 

Quality improvement process and their
 
roles in making Total Quality happen 

the company."throughout 



r THE GORTON'S WAY
 
$ The Gorton's Way is to provide our consumers and customers 

with products and services that surpass their expectations. 
0 The Gorton's Way Includes: 

- An intense focus on satisfying the consumer first, last,
and always 

- A commitment to providing competitively superior products
and matchless customer service 

- An organization and individual dedication to always doing
things right and to doing the right things 

- A strong belief in the importance of all our people, their 
ideas, and their ability to take ownership and make a difference 

- A partnership with all our business associates that is based 
on clear requirements and superior execution 

- A restless dissatisfaction that causes continuous learning,
changing, and improving 

- An extraordinary responsiveness to what needs to be done,
made possible by effective focus, teamwork and communication 



TOTAL CONFORMANCE 
I TO THE RIHTQ.UAL ITY RQIEET 



* 	Requirement: 
1. That Which is Required 
2. Something Needed 
3. Something Obligatory 
4. A Prerequisite 

* 	Requirements are Answers to Questions 
-What, When, Where, How Much, Etcr 

* 	Requirements, Like Measurements, are 
Communications 



""REQUIREMENTS" INCLUDE
 

A. Consumer Requirements 

B. Customer Requirements 

C. Manufacturing Requirements
 

D. Distribution Requirements 

E. Sales Requirements 
F. Supplier Requir'ements 



CONSUMER REQUIREMENTS
 

All Successful Business Strategy Should 
Start with the Consumer 

CONSUMER REQUIREMENTS
 

INCLUDE:
 

o Needs Relating to Intended Use 

* The Price They are Wiffing to Pay 

" The Desired Product Attributes 

" Etc. 



CUSTOMER REQUIREMENTS
 

What Types of Changes impact 
Requirements? 

A. Technology Changes 

B. Store Changes 

C. Inventory Changes 



ENGINEERING REQUIREMENTS
 
" Defect Fm Raw Materials. 
" Reliable Manufacturing systems. 

" Clear Product Specifications. 

* Controllable Process. 



DISTRIBUTION REQUIREMENTS
 

Do Distribution Requirements 
Too Frequently Deal with 
Capability of Existing System 
and Practices? 



SALES REQUIREMENTS
 

1. Are Training Needs Changing?
 

2. Is Product Knowledge MoreNecessary? 

3. Is Knowledge of Customer
 
Requirements Changing?
 



SUPPLIER REQUIREMENTS 
° Known Material Requirements

of Customer. 

" Defect Free Raw Materials. 

* Knowledge of Material Use. 

* Common Measurement Techniques.
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"CUSTOMER""'SUPPLIER"
RELATI ONSHIPS
 

1. Marketing - R & D 

2. R&D - Q.C. 

-3. Purchasing Q.C. 

4. Purchasing - Manufacturing
 

5. Distribution - Sales 

6. R & D - Manufacturing 

7. Etc... 



CONFORMANCE
 
100% OF THE TIME
 

1. Product 

2. Maintenance Schedules
 

3. Process Control 

4. Delivery Time 

5. Raw Materials 

6. R & D Research Data 

7. Other? 



"IT" ARE THE
 
REQUIREMENTS
 



ZERO DEFECTS
 

WE ALREADY EXPECT ZERO DEFECTS
 
IN SOME THINGS
 

* AIRPLANE.LANDINGS
 

* PRESCRIPTIONS
 

* TV TRANSMISSION
 

* PARACHUTE JUMPS
 

* SURGERY
 

* YOUR PAYCHECK
 



EXCEPTION DECISIONS
 
MEAN
 

ONE OF TWO THINGS:
 

* 	The Requirements are Wrong 

*Non-Conformance 	 is The Problem 
and It Must Be Solved 



--- ----

THE
 
"THATS CLOSE ENOUGH"
 

SYNDROME
 
.9 .9 .9 .9 .9 .9
 

FOR 90% CONFORMANCE
 
.9x.9x.9x.9x.9x.9x.9x = 0.48
 

FOR 95% CONFORMANCE
 
.95x.95x.95x.95x.95x.95x.95x = 0.70
 

http:9x.9x.9x.9x.9x.9x


LAST YEAR, 71% OF

U.S. CONSUMR 

WERE DISAPPOINTED
 
AT LEAST ONCE.
 

What Did They Do?
 

...
 



U.S. CONSUMER 
RESPONSE TO


DISAPPOINTMENT 

Only 2% Wrot 
~to Supplier 



32% TS 5 /WTIED 

KRA ND'S OK RFUSEDTO bUYi AGAIN
 



THRESHOLD OF PAIN 

1) Costs Out of Control 
2) Major Quality Problems 
3) Market Share Loss 

7Management 
Attention! * 

ThresholdMONEY 
A
HASSLES 

PROBLEMS 

TIME 
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Thne Cost of Quality Icebergx 

BEST AVAILABLE DOCUMENT 

"Obvious" 
Z IZI . .. t 
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COST 

1. 	 Price 

What 
Right 

2. 	 Price 

What 

OF TOTAL QUALITY =
 

of Conformance (POC):
 

it Costs to Get Things Done
 
the First Time
 

Prevention Costs
 
Appraisal Costs
 

PLUS 

of Non-Conformance (PONC): 
it Costs to Do Things Wrong 

internal Failure Costs 
External Failure Costs 



PRICE OF 
NON-CONFORMANCE 

* Rework Cost 

* Return Cost 

* Additional Storage 

" Lower Price for Product 

* Lost Customers 



CQ CATFGORIES/ELEMENTS
 
Price of Conformance 

1. 	 Plant Tests 
2. 	 Start-Up 
3. 	 Training 
4. 	 Preventative Maintenance 
5. 	 Product Protection 

6. 	 Quality Control 
7. 	 Instrumentation & Process 

Control Maintenance 
8. 	 Production Labor Inspection

and Test 
9. 	 Other? 



MANUFACTURING
 
COQ CATEGORIES/ELEMENTS
 

Price of Non-Conformance
 

1. 	 Ingredient & Packing 
Material Loss 

2. 	 Rework 

3. 	 Downtime 

4. 	 Workers Compensation 
Sickness & Accident 

5. 	 Case Fill Rate 

6. 	 Quality Control 

7. 	 Complaints 

8. 	 Product Recall 

9. 	 Sanitation 

10. Other? 



COQ CATEGORIES/ELEMENTS
 

Price of Conformance 

1. Premium for Using Quality Transportation 
2. Sanitation at Plants (Wages and Benefits) 
3. Premium for Using Quality Warehousing 
4. Load Protection 
5. D.C. Sanitation Costs 
6. Fumigation - D.C.'s 
7. Product Recall 
8. Product/Ingredient Counts at Plant 
9. Shipment Tracing 

10. Customer Visits in Regard to Customer Service 
1 1. Other? 



COQ CATEGORIES/ELEMENTS
 
Price of Non-Conformance 

1. Vehicle Space Utilization 
2. Lost Sales Due to Product Cuts 
3. Non-Optimal Sourcing 

4. Inventory Carrying Costs 

5. Detention/Demurrage 

6. Preload Damage 
7. Claims Admin. 
8. Recoop/Handling Damage 
9. Invoice Correction - Due to Shipiaing Problems 

10. Sales Admin. to Handle Shipping Problems/Product 

1 1. Customer Returns 
12. Other? 



COQ CATEGORIES/ELEMENTS
 
Price of Conformance
 

1. 	 Pre-Screen Applications 7. Training 

2. 	 Interviewing 8. Safety Program 

3. 	 Personnel Testing 9. Exit Interviews 
(Physical) 10. Performance Appraisal 

4. 	 Reference Checking 1 1. Attendance Tracking 

5. 	 Attitude Surveys 12. Other 

6. 	 Orientation 



HUMAN RESOURCES
 
COQ CATE GORIES/ELEMENTS
 

Price of Non-Conformance 

1. Turnover Rates 

2. Grievance Tracking 

3. Untimely Filling of Position
 

4. Cost of Injuries 

5. Grievance Meetings/Arbitrations 

6. Workers Compensation 

7. Other? 



CONTROLLER
 
COQ CATEGORIES/ELEMENTS
 

Price of. Conformance 

1. Training and Procedures 
2. Inventory Reconciliation 
3. Budget Preparation 
4. Long Range System Planning
 
5. Time Card Review 
6. Capital Expenditure Reviews 
7. Product Cost Standards 
8. Financial Tracking 
9. Other? 



CONTg BROULLERM 

COQ CATEGORIES/ELEMENTS
 
Price of Non-Conformance 

1, Stock Adjustments 
2. Improper A/P Vendor Payments
 
3. Incorrect Accounting Entries 
4. Payroll Errors 
5. Improper Freight Payments 
6. Expense Report Errors 
7. Product Costing Errors 
8. Variance Analysis 
9. Other? 



ENGINEERING.
 

COQ CATEGORIES/ELEMENTS
 
Price of Conformance 

1. 	 Design Specification Reviews 
2. 	 Equipment Evaluation 
3. 	 Planned Preventative Maintenance 
4. 	 Process Capability Studies 
5. 	 Obtain and Deliver Technical Manuals 
6. 	 Production of Accurate and Complete 

Drawings 
7. 	 Vendor Qualification 
8. 	 Engineering Audits 
9. 	 Engineering Start-Up 

10. Other? 



ENGINEERING
 
COQ CATEGORIES/ELEMENTS
 

PRICE OF NON-CONFORMANCE
 

1. ENGINEERING TRAVEL AND TIME ON PROBLEMS
 

2. E.C.N'S-- ENGINEERING CHANGE ORDERS (REWORK, RELOCATE)
 

3. REDESIGN - ENGINEERING AND DRAWING COSTS 

4. PREMIUM FREIGHT COSTS
 

5. EXTRA VENDOR COSTS
 

6. LOST PRODUCT AND LABOR ON PRODUCTION START-UP
 

7. LOST SALE DUE TO PRODUCTION SHORTFALL
 

8. LOST EQUIPMENT DUE TO EQUIPMENT BREAKDOWN
 

9. OTHER? 



"UALITY CONTROL
 
COQ CATEGORIES/ELEMENTS
 

Price of 

1. 	 Quality Training 

2. 	 Test Planning * 
3. 	 Inspection Planning All 

Tests, Analyses, 
Inspections Done 

4. 	 Audit Planning 
5. 	 Vendor Approval 

6. 	 Calibration of Quality 

Conformance
 

7. 	 Product Reviews 

8. 	 Review of the Systems/Procedures that Impact 
on 	Quality 

9. 	 Consumer Complaint 
Studies/Contacts with 
Retailers 

10. Other? 

Equipment - Laboratory 
and Processing Equipment 



QUALITY CONTROL
 
COQ CATEGORIES/ELEMENTS
 

Price of Non-Conformance 

1. 	Hold Orders - Scrap Analysis 

2. 	 Rework Analysis 

3. 	Product Guarantee Costs 

4. 	Factory Returns Analysis -

Consumer/Customer Complaints Analysis 

5. Raw Materials - Complaints, Returns, Etc. 

6. 	Others? 



The Key To Understanding The Price Of
 
NonHConrmance Is:
 

MEA SUREMENT
 

How Are We Doing In All Areas Relative
 
To The Customers Requirements?
 



THE CROSBY FOUR ABSOLUTES
 
OF QUALITY MANAGEMENT
 

1. 	Total Quality is Conformance to 
Requirements 

2. 	 We Must Conform 100% of the 
Time 

3. 	 Our Strategy must be Prevention
 

4. 	 We Must Measure by P 0 N C 



Policy 

SWhat is to be Done
 

System(s) 

SHow a Policy is
 
Implemented
 



DEFINITION
 

Prevention is
 
Causing Somnething
 

Not to Happen
 



APPRAISAL PREVENTION
 

Defects 

Costs Defects 

. costs 



PREVENTION
 

" Clear Requirements 

SWell,=Defined Process 
" Capab Process 

" Controllable Process 



KEY ELEMENTS TO DEVELOP A

TOTAL QUAL ITY ACTION AND
 

AWARENESS PLAN
 

1. Management Commitment 
2. Find Out Where We Are 

(Measurement)
 

3. Management Participation 

4. Involvement of All Departments
 

5. Communication 

6. Training 



MANAGEMENT
 
COMMITMENT
 

A. 	 Establish Total. Quality Policy
and Strategies 

B. 	 Require Appropriate Systems,
Tools, and Resources are 
Present 

C. Walk The Talk
 



FIND OUT WHERE WE ARE
 
(Measurement)
 

A. 	 Identify Quality Costs 
through PONC 

B. 	 Establish Quality Goals
 
and Measures at Each 
Operational Level 



MANAGEMENT

PARTICIPATION
 

A. Assist Groups in Identification
 
of Key Quality-issues and
Development of Strategic
 
Qualilty Improvement Plan
 

B. Require t he Establishment of 

Quality Objectives and Monitor 
Progress(Action Plan) 



INVOLVEMENT
 

Division/Functions/Plants Prepare Plans 
for Achieving Overall Division Goals: 

" Each Plan is Prevention Oriented and 
Backed by Functional Operational 
Procedures 

* Each Plan Identifies Quality Performance 
Indicators (Measurement) 

" Each Plan is Programmed to Capture
Total Quality Costs 



COMMUNICATI ON 

A. 	 Communicate the Meaning, 
Importance,and Successes of 
Total Quality Through Periodic 
Publications and Group Meetings 

B. 	 Communicate with Internal/ 
External Customers to UncoverQuality Problems and to 
Establish Clear Requirements
 



TRAINING
 

A. 	 Educate All Employees on the
Meaning and Application of Total 
Quality 

B. 	 Train Employees on 	How to Make
Total uai6ty ""A Part of the Job" 

C. 	 Train Eloyees to Provide Themwith the nowledge andSkills 
Needed to Help Meet Requirements 



WHAT IS THE RESPONSIBILITY
 
OF THE QUALITY CONTROL


DEPARTMENT?
 

1. Assure Systems of Control are
Developed and*Implemented
 

2. Assure Corrective Actions are
 
Taken on Non--Conformance
 

3. 	 Identify Opportunities for 
Improvement 



TOTAL QUALITY 
LESSONS LEARNED 

1. QUALITY IS AN ONGOING PROCESS, NOT A QUICK 
FIX PROGRAM. 

2. QUALITY COMES DOWN TO PEOPLE. 

3. QUALITY CZARS AREN'T THE ANSWER. 

4. QUALITY NEEDS TO BE INTEGRATED AT EVERY LEVEL 

DR. THOMAS L. BROWN 



Managing the quality dimension of an 
organization is not genericallydifferent 

from any other aspect of managment. It 
involes the formulation of strategies,
setting goals arid objectives, developing 
action plans, implementing plans, and 
using control systems for monitoring 
feedback and taking corrective action, If 
quality is view-ved only as a control 
system, it will never be substantially 
improved. Quality is not just a control 

system; Quality is a management function.
 

White House Conference On Productivity
 



JORGE MENENDEZ ATT'ACHMENT 4
 

McDonald's
 
Guatemala
 
(502) 2 943064
 
(502) 2 912712 (fax)
 

LICDA. MARTHA LETICIA ALMENGOR
 
Foremost Dairies de Guatemala, S.A.
 
Calzada Aguilar Batres 32-33, Zona 12
 
Guatemala, Guatemala 01012
 
(502) 2 762178, 762431, 766263
 
(502) 2 766262 (fax)
 

DR. LUIZ ELIAS
 
Incap
 
Apartado, Postal 1188
 
Guatemala City, Guatemala C.A.
 
(502) 2 736529 (fax)
 

ING. VICTOR BLANCO, Raw Materials
 
Kern's
 
Alimentos Kern de Guatemala
 
S.A. Km. 6-1/2 Carretera al Atlantico, Zona 18
 
Kern Gu, Apartado Postal 379, Guatemala, C.A.
 
562222 (tele)
 
5786 (telex)
 

LIC. MAYNOR ORDONEZ, QC Manager
 
Kern's
 
Alimentos Kern de Guatemala
 
S.A. Km. 6-1/2 Carretera al Atlantico, Zona 18
 
Kern Gu, Apartado Postal 379, Guatemala, C.A.
 
562222 (tele)
 
5786 (telex)
 

LIC. GUILLERMO SOLORZANO, Microbiologist
 
Kern's
 
Alimentos Kern de Guatemala
 
S.A. Km. 6-1/2 Carretera al Atlantico, Zona 18
 
Kern Gu, Apartado Postal 379, Guatemala, C.A.
 
562222 (tele)
 
5786 (telex)
 

ING. EMILIO BAUER, Director
 
Gexpront
 
Edificio Camara de Industria
 
5- Nivel - Ruta 6, 9-21 Zona 4
 
Guatemala, Centro America
 
(502) 2 346872 (tele)
 
(502) 2 323590 (fax)
 

EMILIO BAUER
 
Propacific
 
6a.Avenida 13-24, Zona 9 - Local 3,01009
 
Guatemala, C.A.
 
310332 (tele)
 
347116 (fax)
 

,23j 
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ANTHONY ADAMS ADDRESS REPLY TO 
DIRECTOR STRATEGIC MARKETING RESEARCH P0DRSS 1P3T 

STRATEGIC MARKETING PRESEARCH RESEARCH AND TRENDS 

COCA-OLA MARKETING DIVISION ATLANTA. GA 30301 

April 25, 1994 404 6765555 

Ms. Liz Turner, Director 
SUSTAIN 
1401 New York Avenue, NW. 
Suite 1100 
Washington, D.C. 20005-2160 

Re: 	 SUSTAIN Assignment - Guatemala, August 20-23 

1. 	 With four other members of a SUSTAIN team (Liz Turner, General Mill's 
Mary Wagner, Silliker Laboratory's CEO, Damian Gabis and Technical 
Assessment Systems Director, Christine Chaisson) I visited Guatemala 
with the objectives to: 

* 	 Provide the keynote presentation to AGTA Second Congress and 
Industrial Exposition. 

• 	 Provide marketing consultancy to participants and conferees of the 
AGTA Congress. 

• 	 Identify opportunities to provide future marketing consultancy and 
training to AGTA, INCAP. 

2. 	 Trip report Itinerary 

April 20 - Keynote presentation - The Global Consumer: Today and 
Tomorrow. I made a presentation at the initial inaugural meeting on 
Wednesday evening. My presentation to the roughly 200 attendees 
was built on he importance of understanding today and tomorrow's 
global consumer with the objective of being competitive in tomorrow's 
world market. A copy of this presentation and a hard copy of the 
slides is enclosed. I received an enthusiastic feedback from many of 
the attendees with numerous questions regarding the information 
presented and inquiries about specific points that were made. 



Ms. Liz Turner 
April 25, 1994 
Page 2 

April 21 - Participated in a Round Table discussion with other 
presenters including MC Clark McDonald (AGTA), Sr. Jorge Luis 
Cabrera, CEO of Peter Pan Gums, Eduardo Sperisen, Director of 
Camara de Industra and Josd Orive -- As I commented in my Round 
Table remarks, I found this discussion extremely productive. The 
speakers were extremely "honest" in laying out the challenges of 
Guatemala competing in tomorrow's world economy -- especially with 
the lowering of many trade barriers. While honest and realistic, I still 
picked up a strong of constructive optimism. Sr. Cabrera was 
especially effective in pointing out how a Guatemalan enterprise can 
be competitive. He emphasized the importance of world food "fairs" 
such as ANUGA in Germany. 

My message was to take the "mystery" out of marketing and point out 
that to compete in tomorrow's world marketplace will require one, but 
hopefully two of the following product characteristics: 

- A meaningful point of difference (this could come from the 
product itself, packaging, or positioning) 

- Be better than competition (a more difficult objective) 

- Be cheaper (again an economic challenge) 

The audience seemed to especially like to discuss a point I made that 
in the future, countries will compete on the basis of their core 
competencies -- areas where an economic advantage or a point of 
difference is available. Other speakers pointed out the importance of 
consistent quality, which I pointed out was not just a technical goal, 
but almost a marketing assumption in terms of consumer expectations. 
Several of the speakCrs admonished the Guatemala food industry for 
not responding quickly enough in areas such as sanitation. I pointed 
out the importance of competitive intelligence -- understanding the 
source and cost structure of competing food entities -- not )nly in 
Central America but in Latin America and North America as well. 

- In the afternoon I consulted with several participants. One that 
produced a wide ranging discussion was the marketing director of 
DACSA a provider of hardware and software for scanner 
installations in supermarkets. Along with yourself (Liz Turner), 
we also visited Hugo Zacarias, Special Secretary of the Banko 
Interamericano of Desarrollo. Sr. Zacarias and the bank are 
looking into setting up programs with a number of cooperatives 
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where SUSTAIN could also provide project support in b.' 
technical and marketing areas. 

April 22 - I spent Thursday morning with the key management at 
INCAP, including Dr. Heman Delgado, its director, Dr. Luis Elias and 
Arturo Palmieri, its director of marketing. INCAP's dependency on 
government grants, primarily from USAID, is under strain and it is 
looking for new and independent sources of income and revenue. 
Based on an industry survey that they did in 1992, they have identified 
three areas of industry need which INCAP could serve: 

- Training
 
- Lab Services
 
- Technical Assistance/Consulting
 

They are also looking to form a new endowment with participation 
from major private businesses from all over the world. My 
contribution to these interviews focused on: 

- The need to communicate to all levels of management and 
employees the importance of cange and the need to break away 
from "business as usual". 

Process Discipline - In addition to communicating change and a new 
vision/mission, I strongly recommend to Dr. Elias that the h=e 
INCAP projects be put into a strategy charter process, with a 
champion for each of the three programs. I offered to send a template 
of a strategy charte process. 

- The importance of prioritizing and economically "sizing" the three 
opportunity areas they have identified (their survey, while useful, 
does not provide a useful basis to "size" the opportunities it 
identifies.) 

- The importance of "focus. focus, focus". Sr. Palmieri seemed to 
want to spread INCAP among a number of areas while Dr. Elias 
seemed to appreciate what I was pointing out in terms of the 
absolute necessity of focus and prioritizing. 

INCAP has identified a program with great promise in my opinion -- a 
so called "seal of quality". This seal would be offered to both produce 
and processing entities following inspection of quality control by 
INCAP personnel (a copy of the seal is attached). This really does 
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April 25, 1994 
Page 4 

have great potential in my opinion -- sort of a Good Housekeeping 
seal of approval. In fact I promised to obtain copies of the Good 
Housekeeping "seal guidelines" from a key Good Housekeeping 
executive, George Corrigan. I pointed out the importance of 
understanding how consumers and industry understand this seal. Two 
of the key words used need further evaluation; i.e., "nutricion" and 
"certifica la composicion". I promised to stay in touch with INCAP 
through yourself as well as Dr. Elias with the follow-ups above. 

April 22 - Afternoon Visit USAID - You and I visited the USAID 
Trade Development Officer, Kimberly Delaney as well as its Chief, 
Program Director, Elizabeth Warfield. Your objective was to see if 
they might provide funding for SUSTAIN's participation in the coop 
programs being organized by IDB. Ms. Warfield was very positive 
about the program and asked for more details and a required budget (I 
blieve you gave her a figure of $1 million). If IDB can get this 
program off the ground, there looked to be a pretty good possibility 
for AID support for SUSTAIN. 

3. 	 A key follow-up will be to offer AGTA's new leadership team (including 
Clark McDonald's successor) with a marketing training program. As I 
pointed out in our discussions, this cannot be just simply an off the shelf 
Marketing 101 course -- but needs to be put together with its target group 
in mind. It is very conceivable that this program could be amortized 
across a number of developing nations. It's something that my former 
colleague, Paul Mulcahy, Vice President of Marketing Services at 
Campbell Soup could make a valuable contribution to. As soon as 
feasible, we should network together. The question is whether we could 
have a program ready for AGTA's perspective seminar date of August, 
1994. 

4. 	 Liz, I found this visit to be extremely constructive and satisfying from the 
standpoint of feeding what is clearly a need in these projects -- that being 
an understanding of the marketing implications of many of the programs 
that are focusih~g on technical progress. Indeed, the teaming of technical 
training along with marketing provides a potent blend of business skills. 
While time is always a limited resource, I hope that I can make a 
contribution in the future in these areas. 

/,?
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Sincerely, 

TA/jb/a 
Attachments 

Anthony J. Adams 
Director Strategic Marketing Research 



Anthony Adams 
Director Strategic Marketing Research 
The Coca-Cola 	Company 
SUSTAIN Presentation to the 
Second National Congress of the Food Industry and Expo 
Guatemala City 
April 20, 1994 

THE GLOBAL CONSUMER TODAY AND TOMORROW 

Slide 1 	 First I want to express my thanks for the invitation to 

be here to The Guatemalan Institute of Food 

Technologists, and its Second National Congress as 

well as my sponsors the SUSTAIN Program. I want to 

personally thank Clark MacDonald for being a host to 

me in this regard. 

I come to you from a company that has had a "little" 

experience in marketing its products globally -- The 

Coca-Cola Company. Now there is a temptation for 

me to dwell almost solely on the experiences in 

learning of this great Company in my remarks to you 

tonight -- but I am purposely going to step back from 

my company roots -- at least for the majority of my 

talk -- to focus on the challenge and opportunity 

represented by my title "'iheGlobal Consumer 

Today.. .And Tomorrow". 
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The Global Consumer
 
Today... Tomorrow
 

Sustain 
April, 1994 

TA0201A.94 li/I 

http:TA0201A.94


Almost no one today disagrees that our world 

conamunity is getting smaller and smaller, thanks to 

communication technologies and transportation's 

mushrooming growth. My visit tonight is an 

example of the amazing transportation system we have 

in the world today. Yesterday I was at Coca-Cola 

Headquarters in Atlanta, Georgia in the US. This 

morning I gave a speech to the Advertising Research 

Foundation in New York City at 10:30am -- and here I 

am the same evening addressing this distinguished 

group in Guatemala City. This shrinking of the world 

from communication and transportation capabilities 

has created a growing sense of interdependence -- an 

interdependence that I feel is guiding political as well 

as economic decisions. In large part, improved 

relations between Eastern Block countries and China 

with free enterprise economies can be traced to this 

growing recognition of interdependence. The impact 

of the NAFTA Treaty will soon be felt here in the 

Western Hemisphere and even though our European 

friends have stopped short of such an historic step, the 

economic combination that eluded the Roman Empire 

and a number of other would be military conquerors 

over the centuries is now close to a reality in Europe. 

As we will see in a minute, thinking global is based on 

a number of common and converging consumer trends 

A
 



Slide 2 
Glocalization 

Slide 3 
Population 

Growth 

Slide 4 
Population 

Growth - 2,000 

reaching from Scandinavia to Spain from Italy to 
Japan, and from Australia to Guatemala. 

We marketing people love to create new words, new 
buzz words for our trade. Here's a word for my 
presentation tonight -- glocalization. It combines the 
two opposite end trends of thinking global and acting 
local. Let's examine the case for the need to think 

global. 

It seems like that we marketing researchers always like 
to start out with population analysis. In this recent 
United Nations study, we can see total population 
growth during the past decade of the '80's ranged from 
+28% in nearby Mexico down to a population loss of 
2% in Germany with the rest of the countries bunched 

between 3 and 16%. 

Looking ahead to the current decade we again see 
Mexico leading with Germany bringing up the rear -
but in almost every case the growth rates are lowe for 
the '90's than they were during the '80's. 



GLOBALIZATION
 
PLUS
 

LOCALIZATION
 



Population.: I 980-1990 Growh
 
35%
 

30% 28%
 

25%
 
20% 

20% 16%1%
 
15% 14% 

11% 10%10%6
 
10% 
 6% 

5% 3% 
1% 1% 0% 

0% o.i * 

-5% -2
 

Source: United Nations 
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PopuI aion: 19902000 G 'o1WAh 
30% 

25% 23% 

20%1 

15% 13% 12% 11% 

10% 8% 7% 

5% 5%% 3% 2%1%0 

0% 
1%1

0% 

Source: United Nations 
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Population 55-74: 19902 00 (Gowh
 
50% 

40% 38% 

30% 24% 

20% 18% 

10%14 

0 
10%7%5% 

14% 14% 
11% 11% 9% 7 

5% 
1% 

0% 

Source: United Nations 
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Slide 5 
Growth Rate 	 Let's break these figures down and take a look at one 
for 55 - 74 	 specific age group -- our aging population of 55 to 14. 

In co.itrast to the overall population trends, we see 

considerably more consistency here with significant 

growth projected for almost all populations over the 

age of 55. 

Slide 6 
A Nation 	 Before I leave age, let me point out some 

of Teenagers 	 rather significant differences which I feel have 
implications for all of us here this evening. In the US, 

the Baby Boom ended in 1964 but in Mexico as well 

as a number of other countries it ended much later. 
This has left the United States with a "bulge in the 
middle", demographers like to call this the "pig in the 

python", with more people aged 30 - 39 than there are 

teenagers. In Mexico with a much younger median 

age, we can see of the continued importance of 

children in the population. 

Slide 7 

Costa Rica And if we look at the age distribution for Indonesia 

"' I
 



A riation ot teenagers
 
In the U.S., the baby boom,. ended in 1964, In
 

Mexico, it. ended in the mid-1 9 80s.
 
(population of the United States and Mexico, by age and sex, 

1990, Inpercent) 
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The bulk of Costa Rica's population is under age 34, providing a large pool of 
well-educated workers -- and consumers -- for the decades ahead. 

Age BEST AVAILABLE DOCUMENTm80+ El
75-79 ED" 

MEN W 70-74 WOMEN 
M65-69 

S60-64 ;' '
LJ 55-59 1:": 

50-54
 
~zrz~ 45-49
 

, . . 40-44
 
7- 7-77,, 7''. 5-3 

I t1 -M 2,f 30-34 1 I'L 

, . 25-29 •-" -' . 1. 'A 

10-147.7 
- 5-9 

II I I _ . . I 

6 5 4 3 2 1 0 1 2 3 4 5 6 7 

Percent Of Total Population 
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Slide 8 
Indonesia 	 Or for neighboring Costa Rica, or even Guatemala -

the overwhelming message to us is the importance of 
children in the population. It is a true paradigm. This 
immediately suggests to us the importance of child 

nutrition and the 	importance of an adequate food 
5upply at affordable prices as well as the need for 

nutrition education. 

Slide 9 

GIRA 	 One of my key messages is captured in a recent study 
Worldwide done by Gordon International Research, a Swiss based 
Consumer marketing research company which recently did a 
Study study on consumers and nutrition. Their summary was 

that there is no denying that we are different around 
the world -- but 	it's equally as clear that we are 

becoming more 	similar. In almost every country, we 
see older populations with median age on the rise, 
more working women, rising income combined with 
drops in the birth rate and smaller families leading to 
more child independence, and unfortunately in the 
view of many sociologists, a growing strain on the 
family structure. 	 We are encouraged to see worldwide 

rising levels of education. 

CA]7
 



Indonesia,1992
 
The typical pyramid shape shows the bulge of population in the younger 

age groups. BEST AVAILABLE DOCUMEN" 
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0 80+ 0
L 75-79 
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G[IRA 
 ifw ide Ctonsumer Study 
Key finding: We are different, but we are becoming 
more similar 
- Aging populations 
- More working women 
- Incomes are rising 
- Smaller families/birth rates falling 
- More child independence/strain on family 

More education 
- Communications converging 

Motion picture 
TV 
Telephone
 

A Computer
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But perhaps the 	most significant growing similarity is 

coming from converging communications, whether 
that communication is motion pictures, television, 

telephones or the computer. 

Slide 10 
Germans 	 I don't want to create the impression that the world has 
and French 	 been homogenized quite yet. As this recent study 

reported in the Journal of Advertising Research shows, 

our German friends still want a similar routine in their 
lives. It ranks No. 1 in Germany -- but the French 
could care less as they rank routine 23rd in importance. 
Germans also value having beautiful things in their 

home to a much greater degree than do the English, but 
keeping busy is evidently not that important to today's 

German (my guess is they are already busy). 

Slide 11 

Families With 	 Families with duel incomes are fast becoming a 
Duel Incomes 	 necessity in many of the developed nations including 

the United States with growth also in Europe and Asia. 

Slide 12 
Women With the exception of Japan the trend is the same 
Working around the world... more working women. Now in 
Trends most instances, the motivation for women working is 

economic -- the 	second paycheck. But in a recent 



Germans Want A Routine,
 
The French !Don't
 

.. United 
...... ........... 	 Germany 


A. 	Having products which work as 2 

expected.
 

B. 	 Being assured an appliance is easy to 5 


uperate before you buy it. 

C. Having a familiar routine. 	 1 


D. Having beautiful things in your home. 3 


E. 	Having something to keep you busy. 21 


F. 	Saving money whenever possible. 6 


G. 	 To have possessions like those of your 28 

friends
 

Data: Journal ofAdvertising Research 
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Figure 
Families with Dual Incomes 
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Source: Wolff el al. (1992) 
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What Percent Of Women Areln
 
The Labor Force? Trends
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study by Rena Bartos in her book "Marketing To 

Women Around The World", she emphasized that the 

psychic rewards of work are becoming an increasing 
motivation for women, whether it's Mexico, Venezuela 

or the US. These women say that pursuing a career 

gives them a feeling of personal satisfaction and self 

worth. 

Slide 13 
Nutrition Here's a little insight in terms of nutritional concerns 

Concern 	 from the GIRA Study that I referred to earlier. As we 

can see, there is still some divergence in the levels of 
"claimed" nutrition concern. The US registers 	the 

highest level while countries that have centuries of 

food history and 	cruisine show much lower levels of 

overall nutrition 	concern. For instance Italy and 

France. 

Slide 14 

Cultural 	 It used to be that the only common denominators 

Convergence 	 between cultures were similarities in centuries old 

habits and customs of "feasting", "music" and "ritual", 

but today a study by Mandel and Ferrell suggest that 

the world is developing into a culture of consumption, 

"from Syria to Singapore people are learning to 
consume American style" -- and I don't mention that as 

a necessarily trend for the better. 



Index Of Overall Nutritional Concern 
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Cultural Convergence 

* Old universals 
= Feasting 

- Music
 
- Ritual
 

* 	 Culture of consumption 
"From Syria to Singapore, people 
are 'learning' to consume 'American 
style'" * 

* Mandel 	and Farrell 1992 
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Slide 15 
Converging Convergence is extending into attitudes 
Values towards work itself. In the US, a new generation 

appears willing to trade pay for more freer leisure time, 
with similar patterns showing up in research done in 
Israel as well as a country with one of the strongest 
work ethics in the world -- Japan. 

Slide 16 
Ted Levitt Perhaps Ted Levitt puts this in best perspective when 

he suggests that when we are planning, cultural 
differences really don't matter, given the fact that there 
is almost a universal consumer drive today for low cost 

high quality goods that are reliable. 

Slide 17 
Convergence Should it surprise any of you, having seen the growth 
In Shopping in working women, the growth in dual wage earning 

households, the increasing stress of trying to be a 
"super mom" as well as a bread winner that current 
attitudes towards shopping are converging from 
Turkey to Jordan to Singapore and the US. Women 
are looking at the whole food shopping and 
preparation task in terms of saving or even "buying 
time" in order to meet other demands. In the US, 
where a visit to the supermarket was a social event in 
the '40's and '50's -- with discussion with friends about 



Converging Values -- The Work Ethic
 

M US. -- Willing to trade pay for more free 
time 

* 	 Israel -- From "work first" (1970) to work 
and leisure equal 

m Japan -- Government work week cut 
from 45 to 40 hours 
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In planning, cultural differences don't 
matter 

E Consumer drive for low-cost,
high-quality goods that are reliable 

m Communication and transportation 
contribute to convergence 

*Ted Levitt 

TAO209A941-7 



Convergence In Shopping 
And Attitudes 

u 	 Recent study in Turkey, Jordan, 
Singapore, and U.S. showed common 
shopping atPude pattern* 

-	 Shopping more of a chore
 

-	 Shopping adds stress to life
 

* Fram and Ajami 
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children, husbands, and pets, today's US food shopper 
is virtually on roller skates -- wanting to get in and get 
out as soon as possible. (Polish women story) 

Slide 18 
Convergence We are even seeing convergence in areas of behavioral 
Frigidaire habits -- in Europe the emphasis has shifted from 

different engineering of washing machines to a focus 
again as we said 	in food on price and on quality. 

Slide 19 
Breakfast A generation ago no one felt that breakfast cereal, long 
Cereals a staple of the US diet would ever become popular in 

areas where breakfast is a completely different mel, 

such as in Europe or in Central or South America. But 
there is no denying that most of the growth for 
Kellogg's today is coming from growth of the cereal. 
habit in just these places. 

Slide 20 
Moving 	 While trade disputes continue to make headlines. A. 
Toward 	 new paradigm is emerging which suggests greater free 
Free Trade 	 trade based upon dividing economic tasks among 

countries, according to their natural resources and 
skills. Let me repeat because I think this is a driving 

force in tomorrow's export and import trends -

dividing the economic tasks among countries 



Convergence 

* Frigidaire washers -- Europe 

- Front loading, top loading, cycles, 
size differences 

TO
 
mPrice, quaiity
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USA is cereal Champ 
Annual per capita consumption of

U.S. 
breakfast cereal in selected countries. 

Great7.34BritainIbs. Canada 

6.02 lbs. 

i 178 1b& South Ko 
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We are Moving Toward
 
Worldwide Free Trade
 

i 	 Dividing economic tasks among countries 
necessary for a global economy 

i 	 Trade deficits could become meaningless in a 
true world economy 

ii 	 For those of us in the Americas, a shift from 
Atlantic to Pacific 
-* By year 2000, Europe will account for only 
6% of world's population
 

- Cultural shift as well as economic
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Slide 21 
Market Basket 

Slide 22 

Cartoon On 

Medieval 

Focus Groups 

according to their strengths in terms of agriculture, 

production or work force. One of the primary benefits 

could be that the whole notion of trade deficits will 
become meaningless in a truly world economy. For 
those of us in Guatemala and in the US, we expect a 

shift in focus from our Atlantic shores to the Pacific 
Ocean not far from heie. By the year 2000, Europe 

will account for only 6% of the world's population -
one of the factors which undoubtedly is guiding them 
toward some type of economic combination. 

What will it take to compete in tomorrow's global food 

economy? Could I suggest to you -- yes, suggest 
rather strongly -- that a key will be accessing the 
growing availability of information from the food 

marketplace. I am going to source a number of pieces 
from a publication called Market Basket -- but there 

really are a hundred similar publications who are 

generating the kinds of information you and I are 

going to need to develop strategies to compete 
successfully for a slice in tomorrow's market basket. 

What kinds of information are we looking for to 

develop and implement our strategies for the '90's and 
beyond. First could I suggest that marketing research 

has been with us for a long time as suggested in this 
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TRACKING EUROPE'S GROWTH: FOREX VIEW 
GDP intrillionsof 1993 US dollars, curr.ent foregn exchonge role Forsx boi s 

Viewed on a Forex basis, wse Europe's eonony exc..d .he US. 

W. Europe 
6
 

A 

2 


01 I I I I I I
 
1950 1955 1960 1965 1970 1975 1980 1985 1990 1995
 

Note:.fExdudes former East Germany. See Table 3,page 4 for li of countes induded. 
Figure I Source: Penn World Table, Wodld Bank, OECD 

Europe's Economy 
ComDON 


AN hether you are de- daim to have passed the U.S. as the 

veloping markets in world's largest economic power.C21-
Europe or whether culated on a foreign exchange rate 

European companies (Forex) basis, western Europe's GDP 
W are competing with in 1993 was about $7 trillion, compared 

you in far-flung countries such as China to about $6.3 trillion for the U.S. 

or Vietnam, the economic activities Itwas not always SO.In1950, ive

and policies of western Europe should years after World War II devastated 
command your attention. As it moves Europe and its economy, the GDP was 
toward economic integration underthe $0.9 trillion for Europe and S1.7 trillion 
EU (formerly EC), western Europe can forthe U.S.Tosee how the relationship 

The newsletter 

of global
purchasing 

power 

By conventional 

measurenents, 

western Europe 

may claim to 

be the world's 
largesteconomy. 

BENEATH THE TOT S............3
..

WILL EUROPE CONVERGE TO US.
 
LEVEU ....................................... 4
 

M 
UNDERSTANDING RELATIVE PRICES .. 6
 

OVERLOOK POTENTL OF 
WESTERN EUROPE ................................
 

Figures,

IGDP, Europe and U.S.A. (Forex) .........
 
2 GDP, Europe and U.S.A. (PPP) ............
2
 
3A GDP per capita (PPP) by country .....
3
 

3B GDP per capita (PPP) and population
 
by country .........................................
4
 
4 GDP per capita as percent of U.S. and
 
growth rate by country 1950-1993 ..........
5
 
5 Growth scenerios for Eumpe and U.S.,
1993.2015 ...........................................
7
 
6 Price indices for consumption catego
ries by country ........................................
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little cartoon as our Viking friends plan their next raid 

on England. Our focus group moderator asks, "when 

looting an English Village, what kinds of products do 

you grab first?" 

Slide 23 

Price And On a more serious basis, we should be interested in 

Index For the pricing of a typical market basket in a country in 

Seven which we sell our goods. In this analysis from the 

Consumption Organization For Economic Cooperation, we can see 

Categories that average food cost in Turkey and Portugal is 

extremely low, but much higher in Scandinavia, Japan 

and Germany. Relative spending on other key budget 

items such as health and education become important 

in understanding the needs of each of these 

populations. 

Slide 24 

World If we were growing or processing and exporting 

Poultry chicken products, we'd want to know production trends 

around the world -- and even more importantly where 

the sources of that production are and whether they are 

growing or not. 

///
 



PRICE INDICES FOR 7 CONSUMPTION CATEGORIES 
Price indices for equivalent "baskets' of purchases. Left column isweighted averoge across dl 
categories. 

Other 
Trans- goods & [du-

Aweoge Food Housing por Healib s4 *s Clothing cation 

Turkey 41 51 27 40 36 55 66 26 
Portugal 57 72 25 90 61 63 100 37 
U.S.A. 92 82 104 83 124 84 75 107
 
U.K. 92 97 78 128 84 89 93 93 
Spain 95 97 68 104 81 118 125 57 
Italy 101 99 64 113 93 121 133 100 
France 107 108 96 119 83 118 151 106 
Germany 113 103 121 119 106 113 130 110 
Japan 115 134 140 109 68 119 110 107 
Sweden 138 170 124 132 136 141 H5 137 
Switzerland 144 153 136 135 155 147 142 134 

Table 6 Source: OECD 
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World Poultry Production Has More
 
Than Doubled Since 1975
 

60 

U 50 
0
1-- *Other Countries 

UI4IIJapan 

2 2-2 28 29 30 MBrazil 
2 1571 20 European Community

0 20 15 13-United States 
1-j 

10 

0 

1975 1977 1979 1981 1983 1985 1987 1988 1989* 
* Forecast
 

Source: Foreign Agricultural Service
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Slide 25 
Brazil If we were growing or processing fruit, we'd certainly 
Tropical 	 want to know what was going on in a country that 
Fruit 	 produces over 15% of the world's fruit -- these 

projections from Brazil may be optimistic -- after all 
they're from a Brazilian trade group -- but if I was 
growing or processing papayas, I might want to verify 
that Brazil projects to grow more than 6 times as much 
papaya in the next 5 years as they are today. 

Slide 25A 
British .vs.US 	 I chink of particular interest to this professional group 
Processing 	 is the differences noted in how some countries 

approach food processing. In the US, since Clarence 
Birdseye pioneered the concept of frozen vegetables in 
the '30's and C.S. Swanson created the concept of 
frozen dinners and pies in the '50's, frozen food has 
been a huge industry. Heat processed products, led by 
companies such 	as my former company Campbell 
Soup have remained popular in large canned and jarred 
food sections. And since consumers tended to shop 
weekly or even less frequently, this met the needs of 

long shelf life products. 

In many other geographies around the world, including 
Europe, Asia and 	Latin America, consumers shop 

much more frequently, thus often requiring only 



Fruit 

Mango 


Lemon 


Avocado 


Melon 

Papaya 


Grapes 


Brazil Tropical Fruit 
Projections 1995-2000
 

Tons Millions US$
 
1995 2000 1995 2000
 

18 49 $12 $32
 

76 199 24 64
 

11 36 5 16
 

16 38 7 17
 

20 128 10 66
 

93 250 93 250
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minimally processed chilled products. Chilled food 
sections in the UK are much more developed than in 

the US. 

Slide 25B 
British vs. US Interesting enough, there's also a difference in the UK 
Processing vs. US approach to product design research. In the UK 

this professional work is assigned to outside research 
firms, while in the US, food suppliers and universities 

fill this role. 

Slide 26 
Magazine 	 As a marketing person, I'd want to know how to reach 
Advertising 	 my target population with whatever product or service 

I was producing. Here we can see projections for 
magazine advertising in a number of countries. This 
kind of marketing information is just becoming widely 
available. It offers the opportunity for increased 
effectiveness -- and especially increased efficiency in 
bringing our sales message to our target population. 

Slide 27 
Blank Screen 	 PLAY 1/2" VCR - But rather than go through a 

presentation in Marketing 101, let me share with you a 
little from my own company - Coca-Cola. While 
many other companies aspire to become global, Coca-
Cola got a head start on its competitors through a lot of 



Magazine Advertising
 
In U.S.$ (millions) 

Co 1992 1993 1994 

Chile $23 $27 $32 
Colombia 37 46 
Mexico 100 140 168 
Venezuela 15 16 19 
Puerto Rico 16 17 17 

For comparison: 

China 43 84 157 
United Kingdom 3,178 3,227 3,388 
United States 10,651 11,290 11,967 

1995
 

$37 
58 

210 
23
 
17
 

220 
3,580 

12,685 
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hard work and innovation way back earlier in this 
century. Let me share with you a brief 5 minute 
history of how this came about and also offer a short 
message from Mr. Goizueta, on our Chairman's vision 
for the rest of the '90's in terms of our global busincss 

(SHOW TAPE). 

Slide 28 
Look For Finally, let me share with you a credo that I feel keeps 
Similarities a balance between the notion of "thinking globally and 

acting locally". It is that as we research individual 

markets of opportunity that we look for similarities 
with other populations -- but that we always respect 

the differences in the countries as we find it. I will 
finish with one final message from Coca-Cola -- it's an 
advertisement that is old but in my mind improves 
with age. It communicates better than words can the 
whole notion of the global community that we all are 
members of. I want to wish each of you success in 
your individual ventures in the food industry -- and I 
certainly wish success of your fine organization. 

Thank you. 

Blank Screen Show Coca-Cola Commercial 
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PESTICIDE RESIDUES IN PROCESSED FOODS
 

DR. CHRISTINE CHAISSON
 

Pesticides are important tools for the production of valuable
 
foods, making them available to the distant markets at economical
 
prices. The pesticides are also one of the biggest problems

which may cause your product to be rejected by the market which
 
you seek to capture. Pesticides-and food additives-can 
be used
 
and can be a great advantage to your industry if they are used
 
wisely and you create an industry which is respected and
 
aggressive in the world market.
 

Your industry must be responsive to three masters:
 

1. The governments
 
2. The business you sell to
 
3. The individual consumer
 

Each has a different demand for you and each is powerful.
 

The regulatory agencies of each government 
will decide which
 
pesticides are permitted to exist on 
 individual crops and
 
processed foods. They will also enforce those rules in 
 a system

which can reflect contemporary political and economic forces of
 
that country.
 

The businesses expect that your product will meet the 
 basic
 
regulatory 
 standards for pesticide residue phytosanitary

standards, quality and labeling/packaging. In addition, they may

also demand additional standards be achieved more strict
 
pesticide residue limits, more strict phytosanitary standards and
 
uniformity of appearance or composition factors.
 

The consumer is the final challenge. Their standards must be met
 
on their criteria. They may add value to produce with little or
 
no pesticide residues in some markets. consumer
But the is
 
demanding a dependable supply of product which is free of insects
 
or pests, unblemished and high quality.
 

Internal systems which provide solutions to these demands must be
 
developed by exporting 
countries in order to be competitive in
 
the global market. These systems must include education programs

for the growers, shippers and processors. It must include
 
effective enforcement 
 systems, excellent laboratory

facilities,and development 
of a program to increase the overall
 
confidence of the consumer in Central American food products.
 



Potencial para 
"sobre-tolerancias" 
Produccion 

* Residuos en el suelo 
* Deriva 
* Pesticida equivocado 
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Cosecha/Transporte 
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Potential for Overtolerance
 

Harvest & Transport
 
* Preharvest Interval 
* Vehicle contamination 
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* Pesticide misuse 
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DR. CHRISTINE CHAISSON
 
Hostess: Karin Guerra (Tel. 762967)
 

SCHEDULE
 

DAY TIME ACTIVITY
 
19 11:48 ARRIVAL, Juan Carlos Morales
 

20 08:00 - 12:00 	 UNIVERSIDAD DEI. VALLE. Patricia de
 
Palomo '-- -'-5 

20 14:00- 16:00 	 INCAP Luiz Elhas
 
O's u, 4 

1 m900 1LUCAM,Licda. Eugenia Cana u
 

21 15:00 - 17:00 
 COMITE NACIONAL DELARVEJA CHINA
 

22 Morning , 	 Conference at Congress 

22 Afternoon 	 Open sessions with participants Lt
 
Congress
 

23 09:15 	 DEPARTURE
 

HOTEL STOFFELLA - T1.391878 -FAX 310823
 
2a, Av, 12-28, zona 10
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Guatemala, April 25, 1994.-


Ms. Christine F. Chaisson, Ph.D.
 
TAS, INC.
 
The Flour Mill
 
1000 Potomac Street, N.W.
 
Washington, D.C. 20007
 

Dear Dr. Chaisson,
 

On behalf of Guatemala's National Snow Pea Committee,
 
I would like to take this opportunity to thank you for the
 
comprehensive and knowleadgeable talk you gave us last
 
Thursday on important aspects that affect our exports to
 
the United States. Many of the points you touched had been
 
the subject of discussion previously within the Committee
 
and your perspective enriched the understanding of the steps
 
required to overcome the current situation at all levels.
 
I hope that we can stay in touch to further exchange view
points on this and other issues of common interest.
 

Unfortunately, I regret to inform you that I will not
 
be arriving in Washington until Friday, April 29th; as such
 
I cannot have lunch with you as we had agreed since my time
 
will be devoted to the agenda we'll be carrying out with the
 
Minister of Economy. However, I trust that in the future
 
we'll be able to get together and explore these matters more.
 

Please don't hesitate to contact me if I can ever be of
 
any assistance.
 

Sincerely,
 

Jos6 Orive
 
Executive Advisor
 

cc. Mr. Clark McDonald
 
FRUTESA
 

JAO/
 



APPENDIX I 

SUSTAIN Description 

Sharing U.S. Technology to Aid in the Improvement of Nutrition (SUSTAIN) provides access to U.S. expertise in 
food processing to help improve the safety, quality, and availability of food in developing countries. Technical 
assistance and training are provided by senior executives and technical specialists from U.S. food companies, 
universities, and professional associations who donate their time and expertise. 

SUSTAIN conducts its activities in collaboration with and at the request of USAID bureaus and missions and local 
organizations and is an activity under the Food Technology and Enterprise Project of the Global Bureau, Health & 
Nutrition Office, G/PHN/HN. The program is managed under a cooperative agreement with the National Cooperative 
Business Association (NCBA) and receives advice from a Steering Committee made up of private sector 
representatives. NCBA was founded in 1916 and is a membership association representing America's 45,000 
cooperative bisinesses. Known overseas as CLUSA, NCBA works overseas with its own member co-ops, USAID, 
World Bank, UNDP, and other donor agencies to promote development and joint ventures in the third world. 

Many benefits can accrue to the developing world through improvements in food processing. From the standpoint of 
alleviating hunger and improving nutrition, food processing has much to offer. It helps meet food and nutritional 
requirements and reduce post-harvest food losses. From the economic standpoint, food processing provides a means 
for increasing foreign exchange earnings through exporting value-added processed foods rather than commodities. 
It helps generate employment and stimulates technological development and the growth of allied industries. 

SUSTAIN helps improve food quality, expand production, and lower operating costs of locally grown and processed 
goods by providing technical assistance in post-harvest food systems, including: (a) food safety, quality, and sanitation 
(b) food preservation, processing, and storage (c) food fortification (d) packaging (e) marketing (f) business 
management and (g) waste management. 

How the Program Works 

SUSTAIN receives requests for assistance from individual food companies, research institutions, and USAID. 
Technical assistance and training are provided by experienced U.S. professionals who donate their time and expertise 
to the project. Missions are typically one to three weeks in duration. SUSTAIN covers international travel costs. 
Companies or host organizations requesting SUSTAIN assistance are asked to contribute towards in-country expenses. 
Due to budget constraints, priority is given to requests that can demonstrate an ability to improve the nutritional 
quality, safety, and availability of food in the local community. To the extent possible, SUSTAIN coordinates its 
overseas activities through a local organization. This not only enhances opportunities for technology transfer, but also 
facilitates coordination of activities and contributes to long-term sustainable development. 

SUSTAIN is ioble to solve many problems by providing information that exists either in technical literature or in the 
"memory" of a company. If the problem cann,,t be solved through correspondence, then SUSTAIN volunteers may 
be sent to provide short-term technical assistance. Workshops and seminars can also be organized to help address food 
technology issues. The program does not fund product or equipment acquisitions. 

The program publishes a quarterly newsletter (SUSTAIN Notes) on food technology issues. It is provided gratis to 
over 2200 recipients in more than 50 countries. 

For more information, please write to: 

SUSTAIN 
National Cooperative Business Association
 
1401 New York Avenue, NW, Suite 1100
 

Washington, DC 20005-2160
 

Phone: (202) 638-6222
 
Fax: (202) 628-6726
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PROEXAG II Description
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n the last several years, many traditional ex
port crops in Central America-lons a major 

source of foreign exchange earnings-have dra-
matically declined in value. Central American 
countries,seekingnewareasforeconomicgrowth, 
have begun to encourage the export of nontradi-
tional crops by implementing policies and pro-
grams that support producers involved in diver-
sifying their crops. 

The Nontraditional Agricultural Export Support 
project (PROEXAG), funded by the U.S. Agency 
for International Development's Regional Office 
for Central American Programs (ROCAP), sub-
stantially reinforces this strategy. A contract to 
implement this project, now valued at almost $8 
million, was awarded to Chemonics International 
in late 1986. 

The five-year PROEXAG project has been helping 
todevelopandpromotenontraditionalagricultural 
exports by working through and with counterpart, 
private export support organizations in Guate-
mala, Honduras, El Salvador, Nicaragua, Panama, 
and Costa Rica. The organizations are: 

* Association of Nontraditional Produce Produc-

Producer and Exporter Associations (FPX),
Honduras 

• Foundation for Agricultural Research (F-IA). 
Honduras 

0 Foundation for Social and Economic Develop
ment (FUSADES), El Salvador 
Guild of Exporters of Nontraditional Products 
(GREMIAL), Guatemala 

Chemonics' team of five resident advisors, along 
with highly skilled short-term consultants and 
local professionals, provides assistance in wven 
general areas: 

development and management of exportnterprises 
0 crop production 

. ... ...postharvest handling 
* transport 

market information systems
0 institution building 

PROEXAG advisors have dedicated considerable 
effort to the development and management of 
export enterprises. Their successes include 
helping local growers maintain or improve ex
portable yields for established export crops such 
as melons; develop export quality and volume for 
relatively new crops such as asparagus and berries; 
and introduce new export crops such as exotic 
flowers and seedless watermelon. 

Productionefforts have focused on assisting in the 
selection of the ideal species or varieties, identi
fication or development of optimal cultivation 
practices, pest and disease control, and manipu
lation of produce growth cycles to fill the most 
profitable market windows. Accomplishments 
include aiding in the establishment of seedless 
watermelon, blackberries, and colored calla lilies 
as Central American export crops and the design 
and implementation of a regional melon vins 
control program. PROEXAG advisors have also 
taken the lead in achieving more appropriate 
agrochemical use among growe~s of export crops 
through an intensive program of information dis
semirn'tion and training. 

ers and Exporters (APENN), Nicaragua Improved postharvest handling practices de
* Coalition of Development Initiatives (CINDE), signed to ensure that produce meets export market 

Costa Rica standards and reaches foreign consumers in good 
* Federation of Agricultural and Agroindustrial condition, are particularly important for Central 



American produce. This is because produce can 
take up to six days to reach consumers in the 
United States and up to 22 days to reach Europe.
PROEXAG advisors have conducted numerous 
seminars, on-site training sessions, and observa-
tional tours to train growers, processors, and 
shippers in appropriate harvesting, pre-cooling, 
packing and packaging techniques, as well as 
prorer loading, transport, and handling practices. 

Transportingproduce to its final destination can 
account for a substantial portion of the landed 
cost. PROE.XAG advisors are working to improve 
ocean and air services and local infrastructure-
identifying new ports of entry, increasing the 
number, frequency, and capacity of carrier ser-
vices, and lowering rates. Advice and training has 
beengiventogrowersandshippersontheprosand 
cons of various modes of transport for different 
r-rops and markets in terms of transit time, cost, 
and handling: container loading practices and 
temperature requirements for perishables; and 
identifying carriers that best meet shippe:'s needs. 
Successful shipments have been made to alternate 
ports of entry, incluiding a new overland com-
mercial route via Mexico. New markets have been 
accessed as a result of efforts by PROEXAG and 
other collaborating entities. 

PROEXAG's overall marketing goal is to increase 
the volume of nontraditional agricultural exports 
from the region. To achieve this, team members 
work to strengthen and diversify links between 
Central American agricultural producers and 
promising end markets in the United States, Eu-
rope, and Japan. PROEXAG advisors have orga-
nized and led tours for Central American growers 
to U.S. production and marketing centers for high
priority crops such as melons, aspa-agus, raspber-
ries, blackberries, and cut flowers. In some cases, 
the tours have been the first opportunity forgrowers 
to establish business relationships with U.S. re-
ceivers. 

To help shippers and growers develop effective 
marketing strategies, PROEXAG team members 
also advise on foreign market issues such as con-
sumer preferences, consumption trends, import
grades and standards, phytosanitary regulations, 
pesticide msidue tolerances, and competition from 
the United States and other countries. 

Finally, PROEXAG specialist actively, although 
informally, assist growers and receivers in their 
efforts to make specific deals to buy and sell 
produce. 

PROEXAG's specialists provide the latest market 
informationto Central American export crganiza-
tions, growers, and shippers through interpreta
tive analyses and the management of customized 
databas-s. The Commodity Price Database, for 

exampledesignedbyPROEXAG'smarketinform. 
tion specialist, allows local export organizations to 
retrieve price histories bycommodity and end mar
ket. thenadaptthemtothespecificneedsofassoci
ated growers and exporters. 

PROEXAGpersonnelhavealso codifiedand relayed 
substantial quantities ofindustry, crop, and market 
lflfllliontogrowers and shippers through reports, 
formal publications, news bulletins, and advisory
trips to cooperating countries. 

Even as PROEXAG specialists provide direct as
sistance to individual growers and shippers, they
seek to strengthen thecxport support organizations
listed above as part of their institution-building 
effort. To this end, the team participates or advises 
in regular meetings, builds familiarity with and 
access to external experts and information sources. 
and seeks to build a self-sustaining institutional 
capability to guide the evolution of nontraditional 
ugricultural export enterprises. 

In these areas of technical support, the PROEXAG 
projectiohelpinggrowersandshippersincreasethe 
production and export of nontraditional crops and 
thereby helping to promote economic growth in 
Central America by generating employment and 
boosting export revenues. 

For further information about PROEXAG, please 
contact: 

John Lamb 
Team Leader 
Proyecto PROEXAG 
5' Ave. 15-45, Zona 10 
Edificio Centro Empresarial 
Torre 1, 90 nivel 
Guatemala City, Guatemala 
Telephone: 502-2-33-7082 to 84 
Fax: 502-2-33-7081 

or 

Diane Bejarano 
Project Administrator
Chemonics International 
2000 M Street, N.W. 
Suite 200 
Washington, D.C. 20036 

Telephone: 202-466-5340 
Fax: 202-331-8202 
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Biographies of SUSTAIN Volunteers
 

DAMIEN GABIS, Ph.D. (Food Science-Microbiology, North Carolina State University, 1970) is the 
Chief Executive Officer for Silliker Laboratories Group, Inc. His areas of expertise include 
microbiology, management of laboratories, Hazard Analysis Critical Control Points (HACCP), and 
dairy processing. Previously. lie was Adjunct Associate Professor of Biology at the Illinois Institute 
of Technology and a bacteriologist with the Steubenville, Ohio Board of Health. Dr. Gabis has 
published and lectured widely in the areas of microbiology, food safety, and HACCP. He has served 
as the President of The International Association of Milk, Food, and Environmental Sanitarians and is 
active with various professional organizations including the Association of Official Analytical Chemists, 
American Public Health Association, American Society for Microbiology, and the Institute of Food 
Technologists. He is a member of SUSTAIN's Steering Committee and Training Methodologies Sub
committee. As a SUSTAIN volunteer, he traveled to Nepal to assess the feasibility of starting a private 

food testing laboratory. 

MARY WAGNER, Ph.D. (Food Science, University of Minnesota, 1984) is Director of Research and 
Development and Quality and Regulatory Operations at Gorton's, a division of General Mills, Inc. Her 
areas of expertise include business management, product development, and labormtory management. 
Previously she was Business Manager with Medallion Laboratories, the analytical testing and consultant 
service of General Mills, Inc. Dr. Wagner managed Medallion Labs' business, including budgeting, 
marketing, advertising, program development, and strategic planning. As Manager for New Product 
Development at General Mills, she initiated a Total Quality program for desserts. Before joining 
General Mills, she was a Research Food Scientist with General Mills and Assistant Professor of Food 
Science at the University of Wisconsin. Dr. Wagner serves on SUSTAIN's Steering Committee and 
is active with the General Mills, Inc. Foundation, the American Society for Microbiology, and the 
Institute of Food Technologists. 
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ANTHONY ADAMS is Director of Global Marketing Information for The Coca-Cola Company. His 

areas of expertise include business management and market research and planning. Prior to joining 

Coca-Cola, he spent 25 years with Campbell Soup Company, serving as the Vice President of 

Marketing Research and Planning. He also held various positions dealing with marketing research and 

brand management. During his years at Campbell he pioneered the company's entry into Eastern 

European markets and established its first Hispanic marketing strategy. Mr. Adams is Chairman of the 

Advertising Research Foundation (ARF), past Chairman of the Research Committee of the Association 

of National Advertisers (ANA), and a member of the Board of Advisors at the University of Georgia 

Masters Program in Marketing Research. Mr. Adams currently serves on SUSTAIN's Executive 

Council. 

CHRISTINE F. CHAISSON, Ph.D., a principal of Technical Assessment Systems, Inc., is a 

toxicologist with expertise in quantitative risk assessment interpretation of health effect studies, dietary 

exposure profiles, and domestic and statistical hazard analysis. Together widi her colleagues at TAS, 

Dr. Chaisson designed and successfully executed premier marketbasket surveys, resolved many of the 

technical issues blocking the acceptance of imported processed foods containing trace residue of 

unregistered pesticides or their nietabolites, and has greatly expanded and improved the models and 

operational mechanics involved with the dietary exposure software and dietary profile assessments using 

both U.S. and international databases. Previously, Dr. Chaisson was a toxicologist at the U.S. 

Environmental Protection Agency, Office of Pesticides and Toxic Substances in Washington, D.C. 

During her tenure with EPA, she served in various senior toxicology positions, including Chief of 

Toxicology and Liaison Scientist to the Department of Lbor. She analyzed data relevant to quantitative 

risk assessments and pioneered the Agency's development of priority research in the area of potential 

health effects associated wit!, children exposed to agrochenicals. Together with Dr. Barbara Petersen, 

she designed and implemented the Dietary Residue Evaluation System (formerly Tolerance Assessment 

System). 


